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TURMOIL IN OIL — 
Has it really stopped? 
Agency shifts over but 
problems still stick 
with oilmen D 25 



HOW ADVERTISERS 
benefit from NAB Ra- 
dio Code — Protection 
is guaranteed in 5 im- 
portant ways p 37 



TV 

is news 
as it happens 

iVhat happens, when it happens and as it 
lappens. No meciium matches Television 
,vhen it's live and on-the-spot. These stations 
u-e proud to be part of Television's contribu- 
ion to fast, accurate, alive coveraKe of 
oday's important news events. 



TV Albuquerque 

TV Atlanta 

i-TV Bakersfleld 

-■TV Baltimore 

TV Buffalo 

■TV Chicago 

fVTV Dallas 

Jl-TV Ouluth-Superior 

♦M-TV Flint-Bay City 

'f-TV Houston 

*f-TV Kansas City 

*|-TV Little Rock 

f| Los Angeles 

M-TV Milwaukee 

>,-TV .. .Minneapolis-St. Paul 
*'-TV Nashville 



WVUE New Orleans 

WTAR-TV Norfolk-Newport News 

KWTV Oklahoma City 

KMTV Omaha 

KPTV Portland, Ore. 

WJAR-TV Providence 

WTVD Raleigh-Durham 

WROC-TV Rochester 

KCRA-TV Sacramento 

KUTV Salt Lake City 

WOAI-TV San Antonio 

KFMB-TV San Diego 

WNEP-TV..Scranton-Wilkes Barre 

KREM-TV Spokane 

WTHI-TV Terre Haute 

KVOO-TV Tulsa 
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IN THE INDIANAPOLIS MARKET 




"Typical WXLW family," the Richard Elliotts, "mop up" moppets after dip. 

. . . Puts you in the swim by delivering one third of the market in 
the form of an ABOVE AVERAGE ADULT FAMILY AUDIENCE! 

Walker Research in-person interviews* profiles our typical listening family as occupying a single 
unit dwelling which they own or are buying. The husband and wife of our WXLW "family" are 
in the .'50 to 39 year age group . . . have education beyond the high school level . . . and earn 
approximately $8500 per year. (Thirty percent higher than the average city, county or state 
re.sident.) 77//.s /,s the buyinf> power you ivant! Our Adult Li.steners are an appreciative audience 
and Mrs. liichard Elliott expressed it nicely when she wrote, ". . . our family uses many of the 
products advorti.sed . . . and slatcmcnls (sponsor messages) aired over WXLW influence my 
shopping listy 

For tim above average Adult Family Lif^i cuing Audience — one third of the Indianapolis market 
and over 26*^^ of the total population of the State of Indiana t — you musi buy WXLW. {NCS 61) 




5000 Watts 950 Kilocycles 

Indianapolis, Indiana 




Bigger than you thought 



For years, advertisers and agencies 
have noted the inereasing millions of 
portable radios being bought by the 
publie— espeeially sinee the advent of 
transistors. But nobody really knew 
how many families from eoast to eoast 
were aetually listening. 

Now we know. And the figure is 
far bigger than was generally thought. 

Nielsen has reeently released its 
first national survey of this audienee 
(Winter 1 96 1 -'62 ) .It shows that /ra;;- 
sistorsandothernon-plitg-in portables 
add a giant weekly average of 36% 



to plug-in set listening. And even more 
signifieant— from 71 to 92 of this 
listening was done inside the home. 
(Housewives apparently can't resist 
a transistor!) 

So network radio eosts are now 
smaller than you thought. Add the 
millions who listen to portables and 
the millions listening in ears to the 
millions using plug-in sets at home 
and those already low eosts-per-thou- 
sand go down fast. On CBS Radio, for 
example, the cost of a "Thirty Plan" 
sponsorship can drop from Si. 02 to 



59(' per thousand families. 

Many leading advertisers have been 
expressing eoneern over the high eost 
of advertising today— and have been 
turning to network radio to get the 
sales results they need, at eosts they 
can afford. 

Logieally enough, their first choice 
is the radio network that is first in 
programming and first in audicnees.* 
Now, we're delighted to point out that 
these audienees are e\en bigger than 
you thought. 

TUt: CBS RADIO M TWORK 
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BILL BENNETT 

gives you a double-wallop 
at the Twin Cities market! 

MAYHEM IN THE A.M. no a.m. i.. 

12 iKidii) You get a solid, liouse- 
wife-dominalcd audience. And tlie 
ladies swear by Heiiiiett (in a lad)- 
like way. of rourse) because Hill's 
the boy most in demand as M.C. ior 
e\cry kind of conininnity e\ciit from 
Soap Box Derliies to Ciowninj: of 
the Queens. 

BUMPER-TO-BUMPER CLUB tu 6 

jj.ni. ). Steers the most drivin<;-time 
listeners yonr ua\. 'I rafiic lieujJS are 
easier to lake when Bennett's on the 
hnllon on car radios. They're easier 
to gel out of too. thanks to an assist 
h\ iiiloI annoiHirer (]arnien .S\ h esler, 
whose cxchisixe \irwatrh 1 rallic Rc- 
jxirls are a Hnntj)er-lod?nnipcr Cluh 
highlight! 

lUiy holli .slioii-.s! Buy hoik (iiiili- 
ericcs! Buy Bill Hc/incll! 
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WLOL 



MINNEAPOLIS • ST. PAUL 
5,000 WATTS around the clock • 1330 kc 



WAYNE 'RED' 
WriLIAMS 
Vicc-Prcs. & Ccn. Mgr. 
Larry Bcnison, Pres. 
)oc Floyd, Vicc-Prcs. 

Represented by 
AM RADIO SALES 
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MidcoiiliiiiJil Uroudni.'^liiig Crouj) 

WLOL 'am fm Mmncapolis-Sl Paul: KELO-LAND' 
Iv and radio Sioux Falls, S D. , WKOW am and Iv 
Madison, Wis.: KSO radio Dcs Moines 
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ARTICLES 

No more turmoil in oil? 

25 Only ad agrncy Mcne appears placid but iiiDiin-iilou- i)r(d)lfm> aflrtl- 
in<: oil industry will pu>li tclcvl^i(«n co.-lt. alimo SW million in '62 

No letup in war of stamps 

2S S&II-Flaid battle in Mew York is expected to spread across; nation, 
iiirrca-e plight of >nialliT ciinipaiiie> with radio tv significant factor* 

How one station curbed a rate chiseler 

31 When a national advertiser recently approached a .-tation manager for 
rates lower than the canl, he learned the economics of good business 

The timebuyer's own coloring book 

32 ^ liat does a timebuyer do between campaigns? .Now he can color in 
his own radio timehuyers Coloring Book — sample pages shown here 

How to spot a timebuyer pro 

35 ■'^onie of the top rep people in the business tell bow, through certain 
tell-tale signs, tlicy can separate the pro timebuyer from the amateur 

How the NAB Radio Code aids advertisers 

37 The National Association of ISroadcasters Code OfTice looks at Code from 
the ailverlisi rs' viiwpolnt; tells sI'dnsor of five benefits to advertisers 

NEVt^S: Sponsor- Week 7, Sponsor-Scope 19, Sponsor- Week Wrap-Up 52, 
Washington Week 55, Spot-Scope 56, Sponsor Hears 58, Tv and Radio 
Newsmakers 64 

DEPARTMENTS: Sponsor Mackstage 12. 555 ,5th 16, Time- 
buyer's Corner 43, Tv Result- 45. ."teller's Viewpoint. 65, Sponsor Speaks 66, 
Teii-,N-coud Si>ots 66 
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Why WNEM-TV bought Seven Arts' Tilms of the 50's" 

Volumes 1, 2 and 3 

Says James Gerity, Jr.: 

"We purchased Volumes 1, 2 and 3 of Seven Arts' 'Films of the 50's' because this is 
the type of entertainment our viewers want. These Warner films are loaded with 
top stars in really good pictures ... A natural for strong audience appeal. 



greater amount of 




"The fact that Seven Arts have a 




was another very important factor in my decision to buy. We have been telecasting color 
over Channel 5 for the past six years, and the large amount of color films 
in these groups is a great help in maintaining our color programming schedule. 

"Channel 5 programs Seven Arts' 'Films of the 50's' on our late show Saturday night, 
early Sunday evening and on our Best of Hollywood specials in prime evening time." 

Seven Arts' "Films of the 50's"... Money makers of the 60's 





SEVEN ARTS 




ASSOCIATED 




CORP. 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD. 
NEW YORK: 270 Park Avenue YUkon 6-1717 

CHICAGa 8922 D N. La Crosse (P.O. Box 613). Skokie, IH. 

ORchard 4-5105 

DALLAS: 5641 Charlestown Drive ADams 9-2855 

LOS ANGELES: 156S3 Royal Ridge Road, Sherman Oaks 

GRanite 6-1564-STale 8-8276 

For list of TV stations programming Warner Bros. "Films of 
the 50's" see Third Cover SRDS (Spot TV Rates and DaU) 



James Gerity, Jr., President and General Manager. WN EM-TV 
serving Bay City, Saginaw and Flint, Michigan 
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WGAL-TV history reads like a Horatio Alger book. It is a storj' of years of success- 
ful striving, pioneering, and conscientious endeavoring to serve all listeners in the 
many cities and communities throughout its region. In this multi-city market, adver- 
tisers find an interesting success story. WGAL-TV delivers a vast and loyal audience 
because it is far and away the favorite of viewers throughout its coverage area. 



WGAL-TV 



LANCASTER, PA. • NBC and CBS 



Representative. The MEEKER Company, Inc. New York • Chicago • Lo3 Angeles • San Francisco 



WGHITV 




STEINMAN STATION 
Clair McCollough, Pres. 
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Latest Iv and 
radio developmenli ot 
the week, briefed 
for busy readers 



SPONSOR-WEEK 



ABC TV: FLAT DAY RATE 

Tv network announces 'liberalized' flat minute rate 
simplifying short buys; lineups, summer rate extended 



Since the Fourth of July, each of 
the tv networks has taken one step to 
simplify the selling of daytime min- 
utes and/or quarter-hours. 

First CBS TV and NBC TV an- 
nounced new pricing plans for day- 
time quarter-hours. Now ABC TV, in 
turn, has come up with its new 
scheme for selling minutes. 

ABC TV last week notified agen- 
cies that it is further refining and 
liberalizing its daytime minute plan, 
which has been in effect for several 
seasons. 

Effective 3 September, most ABC 
TV daytime shows between 11:30 a.m. 
and 4:00 p.m. will be sold on a flat 
minute rate, time and talent in- 
cluded, announced Edward Bleier, 
v.p. in charge of daytime sales. 

For some time ABC TV has virtual- 
ly been selling flat rate minutes. 
Now it is doing it completely and 
officially. Exempted from the new 
plan are Tennessee Ernie Ford, 
11:00-11:30 a.m., and post-4:00 p.m. 
shows such as American Bandstand, 
Discovery, and Newsstand. 

In effect, the new ABC TV plan 
liberalizes short-term provisions and 
makes it practical for advertisers to 
use short flights and uneven sched- 
ules, without penalty. 

The new plan includes extra sta- 
tion clearances on new basic affili- 
ates without extra charge. 

An unusual feature of the new 



rate structure is that summer rates 
can be expanded to 26 weeks, from 
April through September. 

ABC TV's announcement follows 
hard on the heels of similar altera- 
tions in daytime pricing and dis- 
counts at CBS TV and NBC TV. (See 
SPONSOR WEEK 9 July, page 10, and 
16 July, page 7.) But to ABC TV 
spokesmen, the changes at the other 
two networks resemble an adoption 
of something more or less similar to 
ABC's established scatter plan, with 
continuity and contiguity concepts 
disappearing, but with quarter-hours 
being retained. 

Here's a comparison of how day- 
(Continued on page 10, col. 2) 



FOUR STAR TV JUMPS 
INTO SYNDICATION 

Four Star Television has opened 
its own syndication distribution of- 
fice and will make a ten-year back- 
log of tv films available to stations. 

Len Firestone, former v.p. of syn- 
dicated sales of Ziv-UA, has been 
named vice president in charge. 

Four Star is the last major pro- 
ducer to make its network programs 
available for station re-run use. Its 
backlog includes 1,038 half-hours 
and 165 full hours, about 20 pro- 
gram series in all. 

Four Star's entry into syndication 
is the culmination of a long period 
(Continued on page 52, col. 1) 



CBS denies & denies 

Two unrchited trade reports 
relnliiij; lo James Aiilir<'\"> sta- 
tus and lo possible eolor ^er\- 
ice weir scolehed at L\i> l\ 
la-1 week. 

1. Jame- Aiihie;, network 
president, in a memo to ('I5S 
einplosees. denied llial he was 
lea\iii<;. It had lieen rumored 
he was goinp: to ICl'. 

2. CliS denied it lias aii\ iii- 
leiUioii of slarliuj; regular 
eolor ser\ ice. aecovdiiif; to a 
network ^pokesiuaii. I lie silu- 
alioii is '".slalus ipio" alllioupli 
.specials iiiij;lil I e done in eolor 
if an acKerliser ^o desires. 



TELSTAR SPECIALS SOLD 

Each of the tv networks has sold 
Telstar specials for the mutual ex- 
changes planned today. 

ABC TV's 8:30 p.m. half-hour goes 
to P&G (B&B), CBS TV's coverage at 
8:00 p.m. is sold to Carnation 
(EWR&R), and NBC TV's 2:45 p.m. 
and 5:45 p.m. specials (each 45 min- 
utes) will come under the Gulf (Y&R) 
instant special plan. 

NBC TV books $2 million 

NBC TV booked an estimated $2 
million current and future business 
during the week ending 20 July. 

Max Factor purchased nighttime 
participations for next season, and 
AHP, S. C. Johnson and Schick pur- 
chased participations for this season. 

New advertisers in Merv Griffin in 
daytime include Andrew Jergens 
Brown & Williamson, Lestoil, Phar- 
maco, and S. C. Johnson. 
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HAUSMAN JOINS NBC; 
DANISH TO HEAD TIO 

Louis Hausman is joining NBC as 
a general executive at management 
level. He will deal with industry re- 
lations and will report to senior ex- 
ecutive v.p. David C. Adams, who 
announced the appointment. 

Hausman, who will be up for elec- 




tion as a v.p. 
at the next di- 
rectors' meet- 
ing, will have 
overall re- 
sponsibility in 
public infor- 
mation, cor- 
porate affairs. 



Louis Hausman standards 
and practices. 

He organized and operated the 
TIO since 1959. Previously he was 
a v.p. of CBS in several corporate 
posts. 

Roy Danish succeeds Hausman 
as director of 



the TIO. He 
has been as- 
sistant direc- 
tor since 1960. 
He was previ- 
ously a v.p. 
of McCann- 
Marschalk Di- 




vision of In- Roy Danish 
terpublic. Inc. and a vice president 
of the Mutual Broadcasting System. 
Danish's appointment was an- 
nounced by TIO chairman Clair 
R. McCollough. 



4 CBS TV o&o's buy features 

Four CBS TV o&o's have pur- 
chased a group of 27 post-1960 fea- 
ture films from Showcorporation, 
16 of them in color. 

The distributor announced the 
purchases were made by WCBS-TV, 
New York; WBBM-TV, Chicago; 
WCAU-TV, Philadelphia, and KMOX- 
TV, St. Louis. 



4A's makes queries 
on ad tax write-offs 

I A s president John Cricli- 
lon made |»uhlie last week a 
memo lo Senator Harrj H) rd 
of the Senate Finanee Coiiiniit- 
t(>e to ask wlietlier eertaiti kinds 
of a<l\ ertisinj; are to be ta.x-d(>- 
ductihle under |)resent and j ro- 
|)(»sed legislation. 

'] |ie association asked wlietli- 
er a<l\ertisers would iiiflueiiee 
jjubiie o|)inioii on "worthii leg- 
islati\e |)ro])osals."" on its jiosi- 
tion on |)ro|)ose;l legislation, 
and on legislation wliieli afleels 
ad\ertisers in their business. 

Restrietions against eertaiti 
tax write-offs were railed "ea- 
|)rieious. diseriniinator\ . and 
illogical. ' 

I'he memo asked w liv |)er- 
sonal loid)ying was dednetibh' 
l)ut h)hh) iiig throngli advertis- 
ing might not he so. and won- 
dered if advertisers wouhl he in 
the fnigih' positifm of |)ri\ate 
power companies ad\ertisiHg 
against jjuliiic power. 

i he I A's statement warned 
that inter|)retatioii of tlie tax 
laws eould j<>o|)ar(liz(> public 
ser\ ice ad\<Mtising for a host 
<jf causes. 



COLLINS: DON'T MAKE TV 
DELINQUENCY SCAPEGOAT 

Seattle: 

NAB president LeRoy Collins last 
week called on the public to stop 
making tv the scapegoat for juvenile 
delinquency. 

Speaking before the Ninth Annual 
National institute on Crime and De- 
linquency he stated that a string of 
scapegoats had been named in the 
fight against juvenile waywardness. 
"Today's most popular scapegoat 
seems to be television," Collins 
stated. 

He urged broadcasters to enlighten 
the public regarding the complexity 
of factors behind delinquency. 



TV'S TOP 100 SPENT 
$1.7 BIL IN 1961 

The top 100 national advertisers 
did 56.2% of tv spending in 1961 
compared to 53.5% in 1960, reported 
TvB last week. 

The top 100 spent $1,723,150,999. 
of which $967,972,053 was for net- 
work and spot tv. 

Tv billings of the top 100 rose 
$61.5 million and general magazines 
rose $4.6 million in 1961, while all 
other media declined. 

During 1961, 97 of the top 100 ad- 
vertisers used tv, 71 using it more 
than any other media, and 52 put- 
ting more than half there. 

Tv's share of total ad spending 
was increased in 1961 over 1960 by 
54 of the top 100, 29 of the top 50, 
and 13 of the top 20. 

Codel elected SRA pres.; 
other new officers named 

Edward Codel has been elected 
president of the Station Representa- 
tives Association. He is v.p. of The 
Katz Agency. 



He joined 
the represent- 
atives in 1947 
as the first na- 
tional tv sales 
executive in 
the field, and 
was elected to 
the board in 




1951 and made Edward Code! 
a v.p. in 1953. Earlier, he had served 
with WBAL, Baltimore; Broadcasting 
Publications; WPAT, Paterson; and 
the Atlantic Coast Network. 

Other officers elected for 1962-63 
are: as vice-president, Adam Young, 
president of Adam Young Com- 
panies, as secretary, Robert Dore, 
president of Bob Dore Associates, 
and as treasurer, Daren F. Mc- 
Gavren, president of Daren F. Mc- 
Gavren Co., Inc. In addition, Lloyd 
Griffin, president of tv at PGW, has 
been elected to the board of direc- 
tors for a two year term. 



M'ON.sOU • 2.'? Jl'I.Y 1962 



it took a lot of guts to kick $150,000 billing off the station 



We could have let those dollars 
keep rolling in a little longer, say 
another fiscal year. 

It's always easier to put off 
any major policy decision. Espe- 
cially if it seriously affects 
station revenue. 

Trouble is we've got a bunch of 
hard heads in the front office 
with strong notions on what our 
audience does and does not want 
to hear. Unfortunately, most of 
the 150 thou was in the latter 
category. 

So we kicked it off. 

And started replacing the 
money almost immediately. 
Because we replaced order- 
taking with ideas. Ideas that 
attracted a flock of new adver- 
tisers and their agencies. Ideas 
that came full circle in a new 



broadcast concept. A new formal 
that made us (yes) uniciue in the 
Dallas-Ft. Worth market. 

But that's another story. It 
deserves to be told another time. 
Watch for "Which comes first 

the programming or the 
audience?" 




WFAA 
820 



WFAA-AAI-F.M-T\' 
Communications Center / Broad- 
cast services of The Dallas Morn- 
ing News / Represented by 
Kdward Petrv & Co.. Inc. 
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MANN, MULLIN ARE 
ABC RADIO V.P.'S. 

Jack H. Mann has been elected 
v.p. in charge of the western division 
of the ABC Radio network. At the 
same time, Earl Mullin has been 
elected v.p. in charge of station re- 
lations for the network. Both elec- 
tions were announced last week by 
ABC Radio president Robert R. 
Pauley. 

Mann had been director of ABC 
Radio Pacific and ABC Radio West 
and Mullin had been national direc- 
tor of the network stations relations 
department. 

'Ripcord' second year 
to be filmed in color 

Ziv-UA announced last week that 
it would produce the second year of 
Ripcord, a syndicated tv series, in 
color. The first year had been in 
black-and-white. 

The distributor called the series 
the only major syndicated program 
now available in color as well as 
black-and-white. 

The series will appear in color on 
stations such as WGN-TV, Chicago; 
WTMJ-TV, Milwaukee, and WLW-I, 
Indianapolis, all of which showed 
the first year in black-and-white. 



CTS opens Chicago dept. 
for research, promotion 

Chicago: 

So much spot sales activity comes 
out of Chicago for CBS Television 
Stations National Sales that a mid- 
west sales promotion and research 
department has been opened. 

David Mink will be manager of the 
new department. He joined CBS Ra- 
dia Spot Sales as a presentation 
writer in 1959 and switched to the tv 
side in 1961. He'll report to sales 
promotion and research director Wil- 
liam R. Hohmann. 



SAG'S 'arm's length' 
on talent waivers 

SAG. mentioned in ronnec- 
tioii with the anti-trust suit an- 
nounced a{^aiIl!^t MCA. issued a 
statement last week defendini; 
its apeiu) waivers. 

Said ])resident George Chand- 
ler: surh waivers, transacted at 
"arms length.'" were hut part 
of a series of rules (hiting hack 
to ]9:V). 

The MC/\ waiver was issued 
in 1932. hut since then MCA s 
production activity overshad- 
owed its agencry husiness. and 
this was one factor in SAG"s 
waiver termination decision of 
some months ago. 



ABC TV: flat day rate 

(Continued from page 7, col. 2) 

time is now being sold at the three 
television nets: 

ABC TV: flat minute rate; summer 
rate expandable to 26 weeks; effec- 
tive 3 September. 

CBS TV: post-10:00 a.m. quarter 
hours on annual frequency discount; 
effective 1 January. 

NBC TV: quarter-hour package 
price, varying with program; 20% re- 
duction of package price for 13 sum- 
mer weeks; effective 1 January. 

ABC's Bleier reported that its day- 
time is virtually sold out for the 
fourth quarter and that advertisers 
increased 25% in the second quar- 
ter, from 48 to 64 this year. 

He expected continued audience 
growth with programing realign- 
ments and the addition of basic af- 
filiates in up to 12 previously un- 
covered markets, including Syracuse 
and Rochester in New York. 

Under the new plan, clients may 
average their volume for each 13 
weeks to produce more favorable 
rate brackets. Daytime volume may 
also be used to contribute to dollar 
nighttime volume discounts and to 
ABC's daytime incentive discounts. 



CBS RADIO REPORTS 
$1 MIL. IN JUNE 

CBS Radio reported new business 
and renewals of over $1 million in 
June, announced network sales v.p. 
George Arkedis last week. 

Advertisers include Campbell 
Soup (NL&B), Accent-International 
(NL&B), Goodyear shoe products di- 
vision (Kudner), Amana (MacFar- 
land, Aveyard), Pepsi-Cola (BBDO), 
Better Homes & Gardens (W. D. 
Lyon), Best Foods (L&N), and Home 
Electronics division of Sylvania 
(Kudner). 

Curl elected v.p. of 
CBS TV daytime sales 

Joseph N. Curl has been pro- 
moted to CBS TV network v.p. of 
daytime sales, it was announced 
last week by senior v.p. of sales 
William H. Hylan. 

Simultaneously, Robert F. Jamie- 
son has been named manager of 
station sales, a new post. 

Curl, who was daytime sales man- 
ager, and Jamieson, who was as- 
sistant business manager and di- 
rector of station clearances, will 
both report to network sales v.p. 
Thomas W. Dawson. 

New ABC TV affiliate 

in Rochester names Blair-Tv 

The forthcoming third vhf station 
in Rochester, N. Y., has appointed 
Blair-Tv as its national representa- 
tive, it was announced last week by 
Richard C. Landsman, president and 
general manager of Channel 13. 

The station expects to go on the 
air 15 September as an ABC TV 
affiliate. 

FCC approves WINS sale 

WBC announced last week that 
its purchase of WINS, New York, 
from J. Eiroy McCaw has been ap- 
proved by the FCC. 
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everyone 
is talking 
about 



WOR 



the pioneer and most 
successful 'all talk' 
programming . . . WOR ^5 



BILL GREELEV, VARIETY 



adult 
talk 



I? WOR has a simple and 

^ astonishing formula . . . TALK 

TIMEMAGAZIKE 

A booming 30,000 watt 
voice of intelligent programming 55 

JACK O'BRIAN, X. Y. JOURNAL-AMERICAN 

forerunner of 
radio's new era 55 

RICHARD K. DOAN, N.Y. HERALD TRIBUNE 



WOR Radio 710 fin 98, 7 /An RKO General Station 




by Joe Csida 



ItN pr<ili:ilily |io»>ilili- t<i gi-t :iii<itli<-r 
tirlirvisHiii si^ii:il ill tliU iiinrk<*t, lint 
most pcuplr !iii|i;ir«-iilly (lou'l liollicr. 
Metro slum- in iiriiiu- liiiio is 90%, 
and Ihiuk-s di-livcrol Kip itiosc iif niiy 
olluT stiitioii slinriuf; llic iilticr 10%. 
{ARI!, March, m2) Your liig liiij for 
Norlti Kloriit:i, Soiitli 
Georgia, :iii<t SoiUlica*! 
Alaliania is 



WCTV 



111^ iiii> i(ir 

TALLAHASSEE 
THOMASVILLE 
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BLAIR TELEVISION ASSOCIATES 



When a re-run is a first run 

ri;i\cliiij> aioiiiul tlic coiiiilry, a:* 1 do, 1 get 
to read more than the usual number of ne\^^- 
l)a|)er?. that dailies; oilier than lliose published 
in my home town. New' ^ ork City. In a veas(ni- 
ably short s])an of lime I've read ihe h-adin<: 
dailies on the WVst Coast, in liie nii(i\\e.st and 
.-oulh-Adanlie slates, among others. Xaturalh. 
1 home-in first on the Iv ])af;es and it suddeni) 

dawned on me that a pood luimher of the tv editors and eolunmisls 
were, to a e()nsiderai)le extent, taking the same tatk, namely — re- 
runs are all bad heeause they're reruns. 

I ran aeross this altitude any nundier of times. Editors \vrote 
that another dreary week, month or sunnner was in store for \ iewers. 
Win ? Beeause networks and indei)endeut stations alike \vere airing 
so many reruns, and a rerun |)rogram is a had ])vogram heeanse it 
is a rerun. 

It seems to me that this is a fairly shoeking attitude. Tv life might 
b(^ beautiful ])erhaps — if there \vere no reruns, an I'lojiia equivalent 
to Inning a hundred great Anieriran no\els published within one 
month. Hut it s certaiidy not reasonable or realistie — nor ]iraetieal 
— to expeet any sueh ereative miraele and what I ohjeet to most is 
the attitude \\hieh assumes as fael. as .-o man) editors seem to do, 
that a rerun show, be it ta|)e or fdm. is automatically a had show or 
a dnil show and b) the same token not worthy of viewing. 

A first mil to viewer.^ 

What so mail) editors seem to overlook. aelualK. is that for the 
majority of v iewers a rerun is aeluallv a first run. Let s look at the 
faels bv taking a In j)otlielieal ease: — 

Our ea>e imohes^a ])rogram we'll call "Charge!" It was first aired 
oil Network A. March a \ear ago. N(n\ on the night and at the time 
it \\as aired a miracle happened — e\er) lele\i>ioii set in the country 
was turned on- 100' <' sct>-in-u>e. (1 know this is ludicrous but 
bear with iiie. |)lease.) If lhi< i.sn 1 miracle enough, there was an- 
other miracle. "Charge! " ea])tured a Hat rtWc of the audience. 
I'relty good rating, right? And ob\iousl\. with lOO^r sclsiii-use 
"Charge!"' landed one of the largest audiences in l\ hi>lor) . 

Hilt half the j)oleiitial number of U.S. \iewers watched other ])ro- 
grams that night. ^>o for llieiii, when "Charge!" is rerun on the net- 
work it will still be first run, ami later on when "Charge!'' goes into 
sj iidiealioii and nun be gets on the air in market.- \\liere the originat- 
ing uelwoik has no alliliates because the) ma)' be one or two .-elation 
markets, it's still first inn. e\eii tliongli Network A telecast it twiee. 

And in the meaiiliiiie. a lot more families lune bought t\ sets so 
(I'lea.u; turn to page M) 
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Top rateil in the nation \s :wth marhet 
nahull^s wba yprondlfi app^nnts 
n-Mt nepresentatit^es. tne. as 
exelnsive nati^mal r0^pr03S0^ntatires 
efte0*tive imni^^diatelii 
Ay n-Mt fj]\t-Mn.A]\ stateo\ 
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Agencies 
have said fhey 
need if! ^ 




Advertisers 
have said fhey 
want it! 



WRITE 
FOR YOUR 
COPY 



see 
for sure! 



V 



NT 



New 76-Page 
Research Study 
of Quad-Cities 

Covers living habits, media preferences 



National advertisers and their agencies have 
long called for "local market" research com- 
parable to that available on an over-all na- 
tional basis. WHBF decided to answer these 
repeated pleas by engaging Frank N. Magid 
Associates, Independent Midwest research or- 
ganization. The result is probably the most 
comprehensive and helpful marketing guide 
ever prepared for a market of nearly 275,000 
people. For a beautifully printed 76-page di- 
gest of the original report, return coupon 

Some of the contents 

• Living habits of Quad-City residents. 

• Attitudes toward entertainment sources. 

• Attitudes toward communication media. 

• Television program preferences. 

• Radio program preferences. 

• Preferred news sources. 

• Media to reach farm population. 

>4bouf the Research Method 

Study is based on 500 personal interviews, 
averaging 45 minutes in duration. An 11 page 
interview schedule containing 64 questions 
was used. The validity of lire sample was 
checked through comparisons witli data (rom 
the recent census. Tlie correlation of pro- 
jected census data and empirical data com- 
piled for tliis study indicate a margin of error 
less than 5%. Data is broken down in detail 
by age, sex, education, income and occupation, 
v.-here possible. 

WHBF 

CBS FOR THE QUAD CITiES 

Rock Island, Moline, E. Moline, III.; Oavenport, la. 
I , 

Station WHBF, Rock Island, Illinois 
Attention: Mr. Heber Darton 

Please send my FREE copy of your Quali- 
tative Media Sludy of the OuadCities 
Market. 



Name- 
Title- 



Company- 
Address _ 
City 



-State. 
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Spo nsor bsckstsge (Cr)/(/rVn/<"f/ from paj^e 12) 



tiiat llii.- coming siimiiicr, when '■Ciiarge! ' is rerun for liie first time 
liy Nelworl; A. llie total ]K)lciitiul audicnee is ai)i)rorial)ly larger llian 
it was tlie iiiglil it first w ent on. llie result is that e\ en w ith its in- 
credihic rating of 7-)Q'/( against a nicne ineredihle sels-in-use of lOCr , 
'■('lunge!" is slill first run for tlie niajoril\- of the tv audience. 

\ow if this is true in the case of an extraordinarily successful 
show, how aljoiil an a\erage show with a nice coinforla])le 30 rating 
out of a normal sets-in-use figure? Manifestly, millions more did 
not see the average show tiiaii did see it first lime around liecause 
ihev weien t home or were watching the eonipelilion. Far as lliev re 
coiieenied. the rerun is first run. 

Let me em|)ha?i/c liial 1 am not attempting to ])ul forth the equally 
ludicrous argument that an) rerun i- a good show. Reruns, from an 
cnlerlaiiinient or <|ualilaliyc ])oint of yiew will leflecl the same qual- 
ity ])ercenlage or factor as the editors' cherished first runs. But I 
am uiie(]ui\ocall\' supporting the principle of reruns, not only he- 
rause they re first runs for ihe iiiajoril)'. hut also hecause reruns are 
ecoiiomicailv mandator)'. 

This raises a nice question. Should a ty editor or columnist con- 
sider economic factors in eyalualing ])rogram ])olic) ? (Aot program 
quality, iiut program polic) .) 1 think the answer is that ideally he 
shouldn't: ])raclicall) he must. Can a tcle\ision editor realistically 
siiul his c\es to the fact, for example, that independent stations, 
which must program thenisehcs lOO'^i' of their broadcast day. un- 
like allllialcd stations, which are programed e.xtensi\ ely h) net- 
work originations, must of neces^it^ hu) reruns fwhicii a majority 
of their \iewers ha\ en 1 seen)? ^>elworks, eyeii with their yast re- 
sources, must go to outside program sources. l"\en more so must in- 
de]iendenls. Docs this mean, then, that iiecaufc so much of inde]iend- 
eiil stations' jirograining is rerun, it is aulonialicall) ]H)or ])rogram- 
iug? Of course not — it reflects liie o\erall average of all 1\ pro- 
gram qualit) . 

Heniiis feed production houses 

riierc's another aspect 1 ihink the editors must cfmsider. It's 
frighleningl)' simple. W'illioul rerun income, lliere'd he no ly \no- 
dudion companies at ail. for the profits which permit continued 
production come, to a great exlenl. from reruns. 

Aclually. liie rerun principle has heen. and alwa\s will l)e, an ac- 
cepted jdiase of the arts and entertainment. 'I'lic theatre has iiad re- 
\i\aK since the da\s of Sophocles: mo\ies since "Tlie Birtli of a Na- 
tion:" music, classical, jiopuhir and ja/z since time immemorial. A 
2?>i reprint of a best seller is a rerun. 'Hiis principle is ]iart of the 
hasie ])altern of communication, education, entertainment, the over- 
lap])iiig lunctions served by television. 

it may he ludicrous or odious to compare a half-hour tv horse 
opeia to a pla\ h\ .*^oi)hoclcs or any of the timeless concertos or 
-\niphonies. but it's no more out of line than it is to damn aulomat- 
icalh a l\ show just because it's been on the air before. After all. 
t\ editors are paid to watch Iv and imisl. perforce. \ iew more than 
the a\'erage set owner. Let the viewers watcli and make their own 
decisions, \ftcr all. ihc) still have the greatest weapon of all — the 
■-w itch thai turns the set off. ^ 
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WASHINGTON, D.C. 



We're now well into our 
5th year as Washington's 
earliest editorializing 

radio s tat ion • We have 
just conpleted a series 
on venereal disease. How 
does our public like this 
kind of candor? They have 
kept us a leader airiong 
Washington radio stations 
year after year* _ 



BUIR 
GROUP 
PLAN 

Represented nationally by John Blair & Co, member 
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Best in many moons 
KIDOS to PI'ONSOR and Joliii (]ri(li- 
loii fdi' till- fxifllent article "Thf 
Kciiiii^^aiice in Kadio ' 1 2 July). It 
rt'alh >(()i('s a hulistne; in fact, it 
i^ proluilih the luo.'-t iiifoniiatix e, 
(I'l'atixe and ((iiuisc simnnnry '>f 
ladio aihevtii-iiic; to he pnhiislied in 
man\ moons. 

1 am particularly hopeful that after 
readiii<> it. ageiieie* will instruct 
their tinieliin er,- to g:i\e move coii- 
.-■ideration to "prograiniii'; toward a 
eertaiii .-euiiient of the audience with 
the idea in mind of proxiding a 
needed or desired ser\ ice . . . '. as vs. 
the standard ratinjis huy. 

riiere is something here for e\er\- 
one ! 

I>elie\c me. if 1 had the where- 
witli-all. e\cr\- station manager in the 
count rv would reeeixe a copy of this 
speech. 

William n. J. Cnmmings 
Grant Ifchh & Co. 
A'cic York 

Hall of Fame 

La>t week I found jour suggestion 
for a Hadio Ihdl of Fame from the 
husincss side \ er\ intere'-ting ( Spon- 
M>r Hears. 2 J ul\ I . 

\ny list of suggested names \\ould 
he con>picnous h\ those not men- 
tioned. 1 felt \ou should he reminded 
of Aii)ert Lasker; Merlin .\>les\vorth, 
M!C: Kd Klanher. Cli.-^; and Ceorge 
MeClelhni. MiC, The latter reputedl> 
was the one to think np the idea fif 
selling time. 

Jose (ioliins 
XcH York 

Readers talk fm article 

Your article in 0 Jnh issne of SI'ON. 
son. ■' \dmen Now Talk I'm Dollars. 
\()t Just lilue Sk\." was mo-^t inter- 
esting and would he of great help as 
an fm sales tool. 

if it is jiossilile, uc would like to 
lia\c 2.1 reprint-, of this article, and'' 

U. 



or. appro\al to reprint excerpts from 
tire article, with due credit to you of 
course. 

John 15. Cash 
(issislanl inamt'^cr 

inrrn ' 

l/in//ri' 

1 hank \on for your excellent article 
with respect to the fm medium, in the 
current issue (9 Jul\ ) of SI'ONSOl!. 
An) su(h efforts at exposure of a 
\astl} under-rated advertising, en- 
tertaining, and puhlic ser\ i( c medinm 
are ahva\s ap|)reciatecl hy all of us 
most (losely concerned with the 
growth of fm. and are indeed a help 
in our clTort to ha\c e\er\one learn 
of its potential! 

If \ou have facilities for making 
reprints availahle, we vduld appre- 
ciate receiving 2,") copies at your 
earliest ctni venienee. 

Richard \. W illiams 
i^encral innnaiicr 
)rCLM (/•'!/ 1 
Richmonil. Iml. 

Kudos on the article: '"At La.-t —Ad- 
men Talk Real Fm Dollars, Not Just 
lihii' Skv." J his is an excellent in 
depth report and should he extreme- 
ly useful in helping fm stations oh- 
tain additional advertising. 

Kindly forward 100 rejirints of 
hotli '"At Last— Admen Talk Heal Fm 
Dollars. Not Just lilue Sky" and 
'A\ hat Can \on Do for me For 

Sio?" 

An excellent job well done! 

C.corge 1{. Kra\ is 
president 

Boston riroadcnslirij:^ 
Tulsa 

FM AKTICLF 9 JULY IS 
THF.MFXDOl'S. CAN" YOl FI K- 
\IS1I 100 KFI'KINI'S \\l) 15ILL 

rs? 

Del Leeson 

Kl'FM 

I'orlland. Ore. 



Congratulations on your excellent 
btorv in the 9 issue, entitled "'Fm 
Grows Jail." 

If reprints are availahle, could you 
arrange to send 50 as soon as pos- 
sihle. We would he glad to pay re- 
print charges, if applieahle. 

John MeCorrill 
jm maiiuiicr 

Ml. Washington Tv, Inc. 
Portland, Me. 

An artist's error 

1 was catching up on my reading 
after a few da)s away from the of- 
fice and found a grand and glorious 
mistake in \ouv i.^sue of 4 June. 

On page 37, in an article on the 
new TAC programing concept, you 
have a map showing TAC member 
stations. I'lease he advised that 
KHOX TV is the TAC station in San 
Francisco, not KGO-TV. This hurts 
cspeeialh considering that KRO.X- 
n was tlie second station to sign up 
in TA(", and we have supplied sev- 
eral programs to be shown hy this 
new "TV web." 

I would api)reciate a correction 
note as soon as possible. Thank 
you. 

A. Ri(havd Robertson 
promotion and indss^. mgr. 

KRo.x.rr 

San Francisco 

► SPONSOR regrets the error. TAC (Televi- 
sion Affiliates Corp.) informs us that KRON TV 
is certainly the member station in San Fran- 
cisco, but their artist mistakenly labeled in 
the wrong call letters. 

She uses the stuff ■ 
Writing about "Xoah and the Flood"' 
in the 2 July {Sponsor Speaks) issue 
John M(Millin criticizes CBS, among 
other things, for not exercising 
tighter control ()\er the content. 

Columbia. Inning secured what 
l)\ eonnnon ctnisent are some 
of the finest arti.'-ts of otir time. ga\e 
them their head. I think the networks 
>honld he encouraged, not discour- 
aged, in tr\ing to find the l>est artist,' 
they can and gi\ ing them free rein. 
An occasional miss — and it's a matter 
of opinion whether Xoah was a iiiifs 

is not too high a price to pay for 
encouraging fresh creati\e elTort. 

Mr. .McMillin said Xoah wasn't a 
good adxertising buy for l?reck. It 
.-eenis to me that Hreck s usual ad- 
\ertising placement is competent in 
reaching a mass audience. I am sure 
(I'lease turn to page 62) 

si'o.x.sol! • 2'.\ .H'l.v 1962 



It's coming 
September 10! 



Keep your eye on SPONSOR! 




New "^'ork, tlie bi^yest, most coni])etitivo and most lucrative market in tlie nation, is not so 
easy to crack. Advertisers mxst have tlie indispensable impact of local spot television. \V1'IX-11, 
New York's ])restiKe indopendcMit, delivers the most effective combination of market-cracking 
op])ortunities ... Minute Commercials in Prime Evening time in a "network atmosphere" of 
network caliber i)rogramming and national adverti.sers. Only wrix-11 can deliver all of these 
p I'em i u ni o p po r t u n i t i es . 

wlivrc arc your OO-secoud coininoicials touiiiht? 




Interpretation and commentary 

on most significant tv/radio 

and marketing news of the week 



SPONSOR -SCOPE 



23 JULY 1962 Take it as a flattering accolade or a belated recognition: General Foods is rc- 

cooyriBht I96S Vamping its pattern of sales territories to match tlie market falling witliin the tv 
SPONSOR sisrnal. 

PUBLICATIONS INC. Anlieuser-Biiscli and others did it long ago and the <lrift away from the old tradi- 

tion of outlining the sales territory to newspaper or magazine reach has been mani- 
fest in many categories of national manufacture-distribution. 

These realignments have had more than academic implication. They take into ac- 
count two most significant factors: 

1) As the prime medium, tv should logically serve as the peripheral nieasiire- 
nient. 

2) The rapid expansion of the nrban-suhurban popidation unit to which the tv 
signal lends itself aptly and economically. 

Spot radio is getting a high, wide and handsome play from Kellogg (Burnett) 
for 10 weeks starting today (23). 

It's not telling what the list of markets are, but there's one thing certain, the outlay for 
some of the markets is exceptionally hefty. 

For more about this third quarter bonanza see SPOT-SCOPE, page 56. 

At least as far as the major rep firms arc concerned this summer's tv billings 
story will likely go down as the big reversal. 

A SPONSOR-SCOPE check last week among key reps disclosed that not only was this 
July's business running ahead of last year's but that August will show up much 
stronger than the year before. 

\^Tiat with vacations it's turning out a tough go in these reps' New York offices, with 
salesmen and other members of the stafiF doubling and tripling in brass. 



Let's look back over the 1961-62 season and see what were the 15 highest aver- 
age audience percentages scored by the blend of regular series programs and specials. 

Here's how Nielsen, at SPONSOR-SCOPE's request, racked them up: 



PROGRAM 


DATE 


AA% 


A.V HOMES 


Academy Awards 


4/ 9/62 


37.1 


18,179,000 


Wagon Train 


2/ 7/62 


35.9 


17.591,000 


Bob Hope Xmas Show 


1/24/62 


35.2 


17,248,000 


Bonanza 


4/ 1/62 


33.7 


16,513,000 


Gunsmoke 


11/25/61 


33.3 


15,617,000 


Bob Hope Show 


12/13/61 


32.9 


15,430,000 


Wizard of Oz 


12/10/61 


32.5 


15,213,000 


Perry Mason 


1/ 6/62 


32.3 


15,827.000 


Hazel 


3/ 1/62 


32.0 


15.680.000 


Dr. Kildare 


3/ 1/62 


31.7 


15.533,000 


Red Skelton 


2/20/62 


30.2 


14.798.000 


Garry Moore 


1/30/62 


30.1 


14.749,000 


Project Mercury 


2/20/62 


30.1 


14,749,000 


Andy Griffith 


1/22/62 


29.7 


14,553,000 


Candid Camera 


12/10/61 


29.6 


13,882,000 



Note: Homes reached may not be in rank oiiler because of 1st January updating of total 
tv homes base. 
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SPONSOR-SCOPE continued 



For a change U. S. Time Corp. (Warwick & Legler) will be using spot tv this 
f:ill along with specials to fatten up its Christmas promotion. 

The over-all 1962-63 budget will run to about S2 miUion. The bulk of this will go to 
tlic six IJol) Hope shows and the Mr. Magoo Christmas Carol. 

Two of the Hope sequences will come in the fourth quarter and the remainder in the 
spring. The seven specials figure around $1.8 million as far as Tiinex's share is 
concerned. 

Chalk up tlic careers of Revlou and All>erto-Culver as one of the most arrest- 
ing sesaws in tv spending within the past five years. 

The cream of the contrast: for the forthcoming season Albert o-Cnlvcr will have tv 
going for it at the rate of §16-1 7 million, whereas Revlon's investment in the medium 
will be someplace around S7 million mark. Five years ago Revlon's tv billings came to 
S15 million. Its high was $17 million. 

^^Tiile Alberto-Cuh'er keeps spiraling upward. Revlon has quite a nut to crack with the 
Government. The FTC is bent on breaking up Revlon's franchise structure. Where 
the serious rub would come in should the FTC prevail: Revlon would be hampered in 
placing with outlets manufacturer-stipulated amounts of new products. 

For Blair TV last week it was a big sigh of both triumph and relief: it suagge<l 
the national spot representation of the third Rochester, N. Y., station after gruel- 
ling competition from Storcr Television Sales. 

The account's estimated worth the first year is §750,000. The station, managed by 
Richard Landsman, is expected to go on the air around 15 September. 

Is a large agency operating its media department in a vacuum when the media 
research unit remains a part of the over-all research department? 

This question is undergoing scrutiny by top management in one of the upper bracket 
agencies on Madison Avenue and the odds at the moment are that the air media unit will 
wind up as part of the media department, which now is in process of reorganization. 

Advocates of placing media research under the direct authority of media hold that a 
media research unit can only when integrate<l be in a position to document plan- 
ning or buying and that otherwise it plays the role of consultant. (See story on 
media researchers in next week's SPONSOR.) 

There were cpiite a number of mergers during the initial six months of this 
year but none of them involved an agency with consequential billings. 

Such absence is easily explainable. The big ones have found out that mergers or acqui- 
.sitions can only tend to hall up relations with clients because of either actual or possible 
product conflict as the result of company expansion or diversification. 

Taking on the dimensions of a trend is the move by tv stations to counter the 
competition's kid strips with ofT-the-network hour film series. 

They're mostly of the western and action-advcntiirc types and there's a welter of them 
on the market. 

The stations involved are convinced there's enough kid-oricnted business around to 
justify the investment. 

Clark Bros, gum (Gardner), a spot perennial in the fledgling days of radio, 
will be using spot tv this fall to test its new diet ginu. 

The tryout will be for eight weeks, using daytime minutes and prime 30's. The initial 
markets; Cincinnati, Ilarrisburg and South Bend. 
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SPONSOR-SCOPE continued 



III lillliiigrt !t involves ii roluti^o pittance, luit von am cluilk tliiH up ii^ a ln>- 
l(n iV hreaktliroii-rli for network tv: Soars Roohiick in 1iiiyin<: ii (lock of (laytiiin- 
niiiintes on ABC TV for a week in August for a hack to Hcliool promotion. 

The proHuct? it wants to sell are cliil(lren''H clotlnii^ and scliool supplies. 

The budget for this five-day push: 355,000. 

Scars lias been <]iiite a spender in network in helialf of AllState Insurance — 
in 1%1 it was S2.6 million — l>nt it's lieeii shy ahont iisiiif: the inedinni for product 
iiierc1iaiidisiii<;. Last vear spot tv outlay came to §1.3 million, with half of it froing 
for AllState and the l)alance to hallyhoo store openiiif; and the like. 

ABC TV ill a hid to sweeten the Wide World of Sports casserole plans to in- 
clude one of the football howls this fall. 

It still has to wrap up the rights for that bowl event. 

Tlie network's other howl, Orange, has heen a sellout for weeks. 

(See 9 July SPONSOR-SCOPE for sum-up of fall football sponsorship.) 

Time ^vils when a Nielsen distribution of e^■ellillg jirogranis by rating level 
would have as its highest category 2.5 or over, but now that this group has shrunk, 
the breakdown level has l»oen lowered to 20 for a beginning. 

With the new levels, a greater percentage of programs fall into the middle bracket (10 to 
20 ratings) . 

Applying the Nielsen second May NTI as a hasc for each year, you get this evening 
level picture for the past three years: 

RATING LEVEL 1962 1961 1960 

Over 20 14% 22% 20% 

10-20 58% 58% 60% 

Under 10 27% 20% 20% 

NO. PROGRAMS 125 123 132 

AVG. EVENING RATING 14.1 15.6 15.6 



It all conld he due to the fact that the reorganized setnp at Colgate hasn't 
been able to assimilate or put itself in working order yet. 

The tv networks are having a struggle to get action out of Colgate on its fall require- 
ments, particularly in the daytime area. 

Since the advent of the new executive v.ji., David IMahoiiey, and his personal 
team, the company's been buying its network tv on a qnarter-to-»piarter basis, but 
in this instance decisions are rather overdue. 

Come 1 August there's an odd-oii chance that tv network daytime will be in a 
sellout position for the fall. 

The fourth quarter situation as it stacks by network: 
ABC TV: virtuallv sold out. 

CBS T\ -. some minutes open in the morning strip. 

NBC TV: faced with the ta.^k of jockeying displaced advertisers into the new Mrrv 
CriOin show and if thcv all assent there'll be a smatter of spot yet to sell. 

ABC TV is also toying with the idea of adding a sweetener for advertisers that 
might be interested in picking up what's left of the .\iiioricaii Football League 
games for the fall. 

An inducement would be: a luinnto a week free in the Post Fights for a two-niiu- 
nte biiv in the AFL games. 
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SPONSOR-SCOPE continued 



One of the top tv-l>illiiigs ajj;eiicies lias adopted this party line with regard to 
altoriiate half-hour buys: there's no eeonomie rliyme or reason for it and the attraction 
fan only he emotional. 

Tlie argument that the ageney advances to elients: 

• Nighttime network tv is eliopped np into so many comniereial pieces that the 
sponsor of an alternate half-hour has seareely any advantage in terms of identifi- 
cation. 

• The premium for that alternate half-hour is too high as a media buy when you 
compare the cost per minute of the minute and a half in sueh program with the cost 
per minute of time in an hour participation show. 

• The minute in the half-hour is based on 60% of the hour rate, whereas the 
minute in the participation carrier figures a sixth of the honr rate, which is at least 20% 
less than the other way. 

The TvB last week delivered to rep members bundles of a series of 11 small 
booklets containing excerpts from the bureau's spot presentation called Sclcctronic 
Marketing. 

The miniaturization of this pitch, whose main theme is "the diffcrencsc between the 
amateur and the professional is control," will, obviously, be circulated among agencies 
and spot advertiser prospects. 



If yon like to mark your calendar far in advance for key trade gatherings, 
the TvB has designated 14-16 November for its annual meeting. 
It'll be held at the Waldorf Astoria. 

The guest speakers haven't been set, but there's one thing TvB headquarters is hoping: 
the economy at that time looks good so that the medium's spokesmen won't be 
looking over their shoulders as they expatiate on the great year tv has been having. 

IMerek's consumer subsidiary, Quinton, has s]>ot tv plans for the fall. 

It will he marketing an antibiotic gargle, heretofore sold only to hospitals, via DCS&S. 

Since the bulk of network tv nighttime programing is sold on the basis of 
minute participations, you can bet that the time isn't far off when the calculation 
of all CPlMs will have the per minute package cost as a common denominator. 

Figuring the CMP for comparative purposes on the basis of the half-hour is really old 
liat and it would seem of dubious significance to other than accounts like General 
Foods, P&G and Chevrolet who still are given to exclusive sponsorship of their own pro- 
grams. 

Patently, patterns of selling and buying have changed but the technique of making 
comparisons or arriving at norms holds tight to tradition. 

The siipcrniarkets have beguu to crack the business of retailing vitamin pills. 

First of these in the east is the Grand Union chain, stocking its own label as well a 
national brand. 

One advantage the supers will have over the discount houses in this category: 
trading stamps. 

For other news coverage in this issue: see Sponsor- Week, page 7; Sponsor 
Week Wrap-Uj), page 52; Washington Week, page 55; SPONSOR Hears, page 58; Tv and 
Radio Newsmakers, page 64; and Spot Scope, page 56. 
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How the "Sounds of the City " 
help you sell In Indianapolis 



The voice of a policeman making an arrest ... a dra- 
matic broadcast from the scene of a fire ... a housewife 
criticizing the lastest Supreme Court decision. 

Local people . . . making news . . . reporting it . . . 
reacting to it. These are the vital, vibrant "Sounds of 



theCity" that draw the peopleof Indianapolis to WFHM 
Radio in a special way. 

Here you'll find a more responsive, receptive audience 
for your sales messages — one that's listening with both 
ears. A.sk your KATZ man! 



WFBIVI 

I N D I A N A P O LIS 

RADI6 z 
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HUOH is TV in Sf 




KRON-TV IS 
CALIFORNIA'S #1 
TV NEWS STATION 

(AAost awards in 1962 CAPTRA 
news competition) 



•S.F. CHRONICLE • NBC AFFILIATE . CHANNEL 4 • PETERS. GRIFFIN. WOODWARD • 
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NO MORE TURMOIL IN OIL? 



^ Only the agency scene appears placid; momentous problems 
affecting oil industry will push tv billings above $40 million in '62 



IVI ayhc the .-liid'ic'. jirit and metal partiele;. have 
. heen somewhat leinoved from the petroUnim iiidiis- 
try chent-ajieney lehitioiis that existed for nearly 
two year?;. Hut the oil iiuhistry is -till jioiiij; throiigli 
I frenzied period, despite its niauimoth agency 
-hifting of recent tinic>. 

'rhough Texaco may have gone from Cnnning- 
ham \\'al>h to Henton & l)Owle.- and Shell from 
J. Walter Thompson to Ogilvy. l!en^on & Mather 
and Mobil from Compton to Ted Hates, tlie>e cli- 
ents, like others in the industry, are presently con- 
fronted with some of the higgest marketing prob- 
lems in their history — problems infinitely greater 
than tlio-e that befell Edwin L. Drake, the retired 
railroad conductor, wlio Ar-t discovered oil on hi- 
tract of land near Titusville. Pennsylvania, in 
1857. The turhulenee prevailing among the oil 
accounts has been brought about, it appears, by 



The game of musical chairs with 
the ad agencies is over 

CLIENT FROM TO 



Texaco 

Gulf Oil (TBA) 
American Oil 
Shell Oil 
Mobil 

Cities Service 
Clark Oil 

Union Oil of Calif. 



C&W 
Y&B 
Katz 
JWT 



B&B 
EWR&R 
D'Arcy 
OBM 



Tidewater Oil 



Compton Bates 

Ellington L&N 

T-L Greenfield Ent. 

Y&R SD&W* 

FC&B unassigned 



• Sni<M'k. Ih'bnam A \\ d'i K-t 



but oil companies have not 

solved numerous problems! 
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iiuiii) fartiiis. \ si'ONson >.iii\oy le- 
M'uled llio?e fiixliiigs: 

• V wicked jiiicc war is iap:iiiii in 
mail) |)aiti nf llio (oniili\. aiui ad 
afrcncir^ aif li^iuj; tn di'^isp cojiv 
tiijl \viil ( liaiigo tlic tliiiikingr of >c\ en 
out of ](l uiotoi i>t'i who fee! tliat 
gaMiiiiiO" sold h\ tiie i>ij; f<iiii|i;inic^ 
arc "jjrcttv niiK ii alike. 

• AFajor oil conijiaiiitN \\ili s|M'nd 
ino>t of tlicii advertising a|)|)ro|iria- 
tioii!- ill tci( \ i^ioii wilii iiioic than S IO 
niiiiioii -ct a>i<ie for tiil^ iiicdiiiiii. 
Kadio ai>o \\iii profit from tiiis 
piislier. 

• Knieri:iii;; from its marketing 
nnojiia ])eriod. tiie petroleum indus- 
try i;* liuildiii" new and inipressi\e 
fras stations. 

• Media .'itratcgy Inning is on 



iie\\s, ^\eatlicr, s|)orts. dramatic 
■•lio\v*. ]!ut llie. eo|()' tliciiics devel- 
oped liy the new agencies are yet to 
will over the motorist. 

• 'lliougli the gas station dealer's 
take won't lie ain thing to write the 
Iioiiie ofhcc ahout hccansc of the 
fierce ])rice war. he is none the less 
extending more courtesies and more 
free ser^ it es to the motorist in an 
effort to heat out the coiii|3ctitioii. 

One of the victors in the mireniit- 
tiiig driM' to win custonn-rs for 
hranded gas oil products is tcie\ i- 
sion. The industry, jjcsct \\itii iiighly 
com|)etitive goiiigs-oii tiiat have 
pushed jirices down to the lowest 
le\ cl in veais. is leaning more heavilv 
than ill the ])ast on l\ and radio to 
get it out of the deep hole. 



'relc\ ision. in ])articular, is heing 
showered v\ith a huge \ ohime of busi- 
ness. Tv gross lime idiiings only, in 
heiialf of gas 'oil, came to S40.6 inii- 
lion ill network and iiallonai s|)ol in 
1961. according to T\ B-Horahaugh. 
Ill 1960 gas /oil s])enl S40 iniiiion. 
?|>ol U i)illing was also u]) in the first 
quarter o{ tliis vcar. 

Moreo\er, it is estimated that radio 
will garner a|)|)ro\imatcly S30 mil- 
lion of the ])etroleuni industry's S120 
million advertising budget this jear. 

The to|) 15 gas ''oil companies 
u|)])cd their tv spending from S35.- 
.'!}n.272 in ]9()() to S,37.216.,566 in 
1961. \\ hile 10 of the 15 beefed up 
tlieir tv s|)eii<ling, according to TvB, 
only seven increased their newspaper 
expenditures. ShfdI. which iipped its 



Top oil firms, how they compare in first quarter tv spending 

1961 FIRST QUARTER 1962 FIRST QUARTER 





SPOT 


NETWORK 


TOTAL 


SPOT 


NETWORK 


TOTAL 


STANDARD GIL (N.J.) 


$ 643,650 


$ 34,588 


$ 678,238 


$ 678,840 


$ 35,708 


$ 714,548 


SOCGNY MOBIL 


244,440 




244,440 


413,350 


454,270 


867,620 


GULF 


74,260 


492,160 


566,420 


978,880 


1,182,791 


2,161,671 


TEXACG 


5,870 


3,209,844 


3,215,714 


479,240 


1,694,328 


2,173,568 


STANDARD GIL (IND.) 


439,570 




439,570 


479,910 


29,344 


509,254 


STANDARD GIL (CAL.) 


74,790 




74,790 


87,940 




87,940 


SHELL 


14,490 


158,514 


173,004 


1,222,040 


835,699 


2,057,739 


PHILLIPS 


453,630 




453,630 


534,390 




534,390 


SINCLAIR 


15,000 


24,430 


39,430 


556,170 




556,170 


CONTINENTAL GIL 


104,830 




104,830 


138,900 




138,900 


CITIES SERVICE 


30,290 




30,290 


120,410 




120,410 


SUN GIL 


561,830 




561,830 


253,500 


424,778 


678,278 


PURE GIL 


132,040 




132,040 


20,100 




20,100 


TIDEWATER 


13.430 




13,430 


7,400 




7,400 


ATLANTIC 


407,460 




407,460 


281,040 




281,040 


TOTAL 


$3,932,000 


$3,919,791 


S7,851,791 


$6,629,000 


$4,660,699 $11,286,799 



S< iir-<- Siwc T\ll It.irnlKiM -h. .\. i ik T\ 1! LN.V II. Ml 

OIL EXPENDITURES on fv moved ahead af a fanfasHc rafe in fhe flrsf quarfer of fhls year fofaling more fhan $11 million. Tv billings in 
gas oil fofalcd $40.6 million In nefworl and spof in 1961. Radio, if Is esfimafed, will gef more fhan $30 million from gas oil in fhls year 
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Oil industry's problems a bonus for radio 




RADIO'S GUSHER from gas oil Is a big one. Atlantic purchased helicopter (above] lor 
aerial traffic control reports over WCAU, Philadelphia. Fred Feldman (below) is the pilot 
who guides 'copter over metropolitan New YorV for WOR reports sponsored by Chevron 




iic\\>|)a])(T l>illiiij;s ri)ii>i(lcriil)l\ in 
l'X)l. has returned to .^pot t\ and 
.-|)<>ii.*oi>lii|) of -iolf iiialclics on tlie 
networks. Sc\ cm of the to]) l.i .>|)('nt 
more tlian onc-tliird of their uum>- 
nred c\])en(htnre> in t\ in 1 lie 

nund)er jiiin])od to \0 last \ car. 

Clinrjied with niarketinj; iii\o])in 
1)\ inchi-try exjx-rt^. the old timers in 
tiie ])etrohnini fiehl ha\e heen ro- 
eentlv niakin<; way for tiie \()nii<;er 
element. AKarketiiij; teehiii(|iies ha\e 
ini])ro\e(l l)Ut nian\ prohienis remain 
to he soi\e(h Among tiieni: 11 price 
wars. 2) the trading .-tamp issue. A) 
the niulti-pnnip, 1) tiie so-called 
ecouoniv or third grade ]) rod net. '■>) 
the push into new areas hy large sup- 
pliers. 6) the differential het\veen 
hraiided and unhranded dealer retail 
])riciiigs. and 7) the indnstrv's over- 
ca])acit\ to refine. In numerous in- 
stance.-, the marketing segment has 
called on the ad agencies to hel]) find 
solutions. 

As indicated ])re\iou?ly. the tur- 
moil in oil. as it impinged on ad 
agencies. \vas drastic in 1960 and 
1961. hut 1962 saw coniparati\ c calm. 
This year Clark Oil & Uefining moved 
from Tatliam-Laird to Greenfield 
Enterjirises. Some SI million in 
hillings went with the switch. I'nion 
Oil of California, with S4 inillion in 
hillings, went from ^ oung and IJuhi- 
caiii to a newlv organized West Coast 
ageiic\ . Smock. Dehiiaiii & Wadell. 
Union Oil has been jiuting some TO*",' 
of its hudget into tv radio. The mo>t 
recent change in\ol\es the inillion 
Tidewater Oil account resigned h\- 
Foote. Cone & Belding after it learned 
that it was being "re-e\'aluated"" hv 
the client. The report is that C.rev 
Ad\erti.-iiig will cet the Tidewater 
Oil account sliorth . 

Media strategy and expenditures 
var\' annnalK' among the gas ""oil 
marketers. Rut one thing is certain, 
in both tv and radio the emphasis is 
on new>. weather. sport>. dramatic 
shows w ith strong a])peal to menfolk 
and. to a lesser degree, musical fea- 
tures such as s\ni])h()nic orcliestras 
and the opera. 

Although many oil companies, 
even big ones like Mohil and Tide- 
\vater. do not lia\e marketing terri- 
tories which represent the normal 
true-network line-up. there is a great 



])Usli on 1)\ many coni])ani(>- to ex- 
pand their distribution natioiialh. ac- 
cording to Hon Dnrgin, \p ]M5C r\ 
network sales. Once national, the 
efiicienc\ of network tv. according 
to Dnrgin. can he utilized as an im- 
portant marketing tool. The ne« 
llunibl(> Oil marketing set-up may 
mean that in 196.'? Ilnmhie Oil will 
represent a true-network advertising 
potential like Texaco and Gulf, in 
Dnrgin - opinion. 



The great iiiteie.-t the ]ietroleuiii in- 
(ln-tr\ lia.- -Iiowii in t\ lia- heen 
exliihit(-d iiio-t rereiitly in network tv 
bu\ s. 

Texaco is -jiendiiig -oiiie o.i'^i of 
its ad budget in tele\ i-ioii. 

Dro])])ing it< co-sponsor-liip of 
llunllcY-Hrinkh'v Rrporl on M)C TV 
in the fall. Texaco ha- bought -poii- 
<()rsliip in -oine si\ programs in !N1>(! 
T\ s T)2-'6.^ -chedule. 1 hev are 
The I'lrsLinian. Llnrntli Hour. Mc 
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TEXACO promotes its toy tanlcer offer to 
motorists in print media as well as on the 
Huntley-Brinlcley news telecasts over NBC TV 



TV AND RADIO copy stress services ex- 
tended by service station owners. Here's 
Shell dealer with free lollypops for the Icids 




MOTORISTS are assisted by Cities Service 
with this new automated travel bureau at 
key service stations on super highways 



kcci rr and llie Colonel, \\ ule Coiin- 
Iry, Saw licnejicl and Salunlay ,\ig,hl 
01 llic Moi'tfs. Ciiin-iitl\ Texaco i,- 
s])(>ii;;()riii<,' Tall Man, and Inlcrna- 
lional Sluiu liine. Jt is estimated tliat 
'rcxiicoV iii\(>tnieiit in M5C TV pro- 
jiinining this fall will come to more 
than S2 million, via lientoii & Howies. 

Ciilf (Vouiij; &• Kuhieani) will 
sponsor the In slant Specials as tliev 
<li(] in the ])ast. They will also s])on- 
sor other news s]H'cials not \et de- 
lormined. Gulf ]ia< sponsored all 
orbit shots and main follow -up spec- 
ials on the man-shoot, nian-orhit 
-cries. 

(ridf has received endless praise 
for the quality of its connnercials on 
the Inslani Specials. A Gulf spokes- 
man observed recently that "'while 
li\e. commercials can he used on 
pre-planned \eus Reports, the kev 
to the success of sponsoring Inslani 
Specials lies in ha\ insr a 'hank' of 
commercials on fihu and on file at 
\r>(',"' The Gulf executive said that 
when a special is |)lanned v\ith onlv 
a few hours' notice, it is possible for 
G>ulf officials to select connnereials 
appropriate to the subject and mood 
of the re|)(n't— (ir to eliminate com- 
mercinls if it is inappropriate to have 
them, as in the case of a disaster — 
simplv In makiiiir a phone call to 
\I!G.' 

Shell s new video campaign hop<"s 
to jmll in even more customers than 
last yeai' s drive and is so fashioned 
as to draw all level? of societv from 
sports fans to nmsic h)\ers. \ ?(>ries 
of 11 international golf matches will 
he televised in cohu' on NRG under 
Shell s])onsorslnp stalling' in Janu- 
ary. 196.3. G. Gordon Higgar. v.p. 
for public relations of Shell, said his 
organization "was jileased that this 
\ ear's jirogram w ill he televised in 
cidor to satisfv the many viewers 
who expressed regret last \ear that 
they conid not sec the s])eclaeular 
courses and pictm'es(|ne scenes in 
I olor." GI!S TV presented the series 
the last \car and most likcK lost it 
hecanse it conId not ollcr ciilor. 

Phillips I'ctndcnui. via Lambcit & 
l'i'a^lc\. has one-(piartcr sponsorship 
on a regional basis of the All ,\meri. 
ca Football Game o\er \1!G TV 29 
June from liufTalo. Ilunible Oil rc- 
< ciitK spons(H('d the \ uited States 



()|)cn GoH Gbamjiionship. 

\nioeo, via I)' \rc\ Ad\ ertisiug, 
will ha\e one-(]uarler sponsorshij) of 
the National Football League Chaiu- 
pionshiji game over NHG T\'^ 30 Dec. 

D-.X Sunray Oil. via Gardner Ad- 
\ertising, has one-(|uarter s])onsor- 
shi]) on ^aturda\ and Sunday of XBC 
-Major League Haseball Game on a 
regional basis throughout the 1963 
season o\ er some 32 stations. 

Last season. Gities Service, via 
Leimen & \evvell. s|)on>ored three 
full-liour S])eeials titled Cilics Service 
Uighuays of Meloily. Nothing is 
definite, but .SPONSOR learned there 
was a good chanee Gities Service 
would return to the air shortly. 

NI!G Kadio. currently, is present- 
ing W'ynn Oil, via Erwin Wasey, 
RuthraufI & Ryan, on iXeus on ihe 
llonr as a co-sponsor for se\en alter- 
nate weeks during the summer. Sun 
Oil. via W illiam Fslv. also is on NBG 
Radio ])resenting the Sunoco 3 Slar 
Exira Xcuscasfs five times weekly. 
Snn Oil has been an NRG Radio 
s|)onsor for 19 consecutive \cars. 

Oil sponsors on ARG TV ])resent- 
h are Sun (Ml with AUG Xeus Fin- 
al: Mobil Oil with Ben Casey. Chey- 
enne, \aked Cily and Tarheel: The 
Corruplors. In the fall ARG TV will 
ha\c Sunoco on ABC Xeus Final 
and Mobile Oil on Alcoa Premiere. 
XaheJ Ciiy, 77 Sunsel Sirip and Un- 
ion chahles. 

\nG Radio is offering Hastings 
Manufacturing ("Rozell & Jacobs), 
maker of oil additives, on Paul liar- 
I CY \cu s. Texas- \iuerican Oil will 
ha\e fidl sponsorship of the n])C(iin- 
ing Notre Dame 10-ganie football 
schedule. 

Network tv business by the coun- 
lr\"s ])etroIcnin com]3Uiiies has shown 
a definite increase over the jia.st sev- 
eral vears, Fred Fierce, director of 
research. ])laimiiig and sales dcvelop- 
menl. \RG '\ \ . told st'oxsoii. Pierce 
was certain the trend would coulinue, 
Gompetition to the major companies 
has come from many local oil coin- 
panics whicb stress lower prices and 
self-ser\ ice. acccu'ding to Pierce. 

T. Re\erlv Kcim. director of ad- 
\ ertisiug for Wyun Oil. told sroxson 
that for the needs of his company, 
"network radio ofTers one of today's 
\ Please Inrn lo pas:e 17") 



2". 
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AUTOMATED distribution center is one of 10 maintained from coasf-to-coast by the Sperry & Hutchinson Co., whose Green stamp is still 
No. I in nation, was top air media user in 1961. S&H is battling it out in New York with Plaid, the stamp taken on by long-time holdout A&P 



NO LETUP IN WAR OF STAMPS 



^ S&H-FIaid battle in New York is cxix'ctcd to spread 
across nation, with radio/tv earmarked lor decisive roles 

^ jMeetinj; ofTradinj; Stanij) Institute in Chicago points 
uj) plight of smaller companies in air media comjjetition 



^Tlie W ar of tlie Stamps, centered 
liell-heiit-fdr-leatlier in the \eu ^ ork 
Cit\ area for the nionieiit. roiitiiiired 
\iith()ut U'tU|) hi^t week with radio 
and tele\ i>i()n two (lerisi\ (' hatth-- 
grounds: 

• Si&H Green ;itaiu|)s (S|)err\ i, 
Hutchinson. ?Seu ^'ork). the nation';- 
ohlest trading >tatn|) eonipain. and 
IMaid -tamp-. I K. F. Ma(d)onaid Co.. 
l)a\ton. 0.1. the nationV \0un2ot. 
were making |)re\iou# all-media hat- 
ties seem pale indeed. With A\P. the 
country's largest grocery chain and 



its single major staiii])-|)lan ii(ddout. 
now -.ecureK in its pocket. I'laid \va> 
aihout for i)onnt\. if not blood. In- 
dustry \eterans olitnated that its t\ 
spot campaign alone (I'laid ha< ord\ 
heen on New ^ ork televi-ioii -ince 
Januar\ 1 was the largol single six- 
month spot expenditure in .New ^'oik 
radio t\ history. And while S&H. 
now in Safewa\ ^tore^. was ( laiming 
to he "worth more than an\' other 
stani]) plan in the New ^'ork area 
har none."' I'laid contitmed to crowd 
the airwa\s with the claim. "Plaid 



st-amj)s are .No. 1 in the New ^ ork 
area 1)\ far. ' 

• W ith I'laid »tam|>s alread\' itt 
Use ill -onie 2,700 \\P ~lore~ in 20 
stale- I there are 1.109 altogether I . 
it was exi)ected that the tiramatic hat- 
tie would sooil spread to almo.-t e\ery 
liandet in the eountr\. with radio 
and tele\ ision earmarked for signifi- 
cant roles. \fter eight months of 
slugging it out in \lhan\. N. ^ .. the 
heel- show no sign of cooling. I'laid'- 
hearnirig parent. I'.. F. "Mac Mai - 
nonald. e[[\ i-ion- an earh da\ when 
I'laid will lie coast-to-coa-t. a po-i- 
tion now held ord\ l)\ ^Ml. lie al-o 
ex])ect- his rom|)an\ - -ale- to (ata- 
pult from l')61 s .^.T.i million to a 
niiiiinuiin of Silo million this \car. 
sa\s it is adding ahout 1.000 new ai ■ 
(■(Hints per week, expect- to lia\e ii.- 
(100 h\ the 1 nd of the \ear. \rid 
although ."-\H i- the onl\ trading 
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^t;ini|> prc^eiillv in the tv nclwoik 
jtirtiire {The Dinah Shore Shoir, 
WtC I V I , scers picdiet eventual (Mi- 
ll) into network not oiil\ 1)\ Plaid, 
but 1)\ the luitioii"^ cuireiil No. 2 
^t;lllljl. Top Value. 

Ill llie iiii(Kt of lliis serc'iiiiMiiig foi 
liadiiij; >lani|) power, most of the na- 
tion s otliei iin'diuiii-to-lcirj;e stamp 
eoinpiinie'- met in Cliieajio la^t week 
uiidei tlie banner of tlie Irading 
Stamp ln^titute of \iiierira. Thi,-- 
sixth animal lueeliiip was not unlike 
an eaiK meeting of the I'luropean 



E(()noniie Conniiniiit) , faeed on the 
one hand by the jiower of the I iiited 
States, on the otiier i)y the ini|)Osing 
challenge of the ."^ov let bloc. Though 
not oflieiallv a "jii oteetix e' or 'Nle- 
feiisixe ' organization. TSl \ iioiielhe- 
less |>oinls np the piobleiiis smaller 
slanij) eonipaiiie.s will inevitably be 
facing, now thai th(' war i* on in 
earnest. H he I5ip Tluee— S&H, To|) 
\alue. Plaid do not belong to the 
Iiislilule. and il i^ these ihiee who 
can afford the massive lelev isioii 
schedules that j)la\ such a large j)art 



in today's maneuvering for trading 
stamp power. Caught in the New 
Vork crossfire between S&H and 
J'aid. for example, are Gold Bond, 
JViple-S and King Korn, until little 
more than six month? ago unaffected 
by either S&H or I'laid, at least in 
Manhattan. JJrooklyii, and the Bronx. 

■"Altbongh the silnalion in Xew 
^ ork is not typi(^al of what is hap- 
pening in other markets," says Cur- 
tis L. Cailson. president of Gold 
liond, Alinneajiolis, ''it may be the 
forerunner of a rising trend. The 
trading stamp industry is the most 
competitive business in ojjeration at 
the present time. ' 

Carlson, as well as R. G. Barnick. 
general manager of Summit Savings 
Stamp Co., a large western regional, 
aie former Procter & Gamble execu- 
tives, and both maintain that al- 
though major mannfaetiirers of con- 
sumer goods, such as P&G, Lever, 
Colgate, etc.. aie competitive in that 
thev are lighting for distribution, 
shelf space, and consumer accept- 
ance, the stamp coni|)anies are fight- 
ing it out for merchant acceptance 
as well. And with v irtually all of the 
niajoi food chains now" involved in 
stamj) plans, the smaller supermar- 
kets and comer grocers will be 
foiced into them for survival. 

"So while the war of the big boys 
may be getting all the jjublicity these 
da\.~. one stainj) eonipanv jiresident 
told si'ONSOK last week, "it's the bat- 
tle for the still-nns(dd retailer that's 
going to be hot and heavv." 

It'.-, a battle that is slowly kill- 
ing the small companies, says Gold 
Bond's Cailson. He cites three im- 
portant reasons for this: 

1. (^atologiie sizes — they're getting 
biggei and more elaborate all the 
time. 

2. A slnni|) company must be able 
to buv premiums in carload lots, and 
must have waielionscs and redcnij)- 
tioii centeis seatteied over the coun- 
trv in Older to keep postal costs 
(lov\ n. 

.'). j\ stamp coinj)any must have 
major chains as sidisei ibcis. or pel- 

ish. 

Carlson's tlieoiv" is borne out in 
part b\ the TSIA iiiembership rolls. 
ICiglit months ago tln^ Institute had 
l.iO members. Today it has only 



Redemption big part of stamp battle 
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HOW ONE RADIO STATION 
CURBED A RATE CHISELER 

^ \\'li<'ii II iinti«>iinl ii<l\ <•^ti^<'^ r<'<'<'iitl\" :i|>|>i'(>ii«-li«-«l ;i W <'><l 
Const stati«>ii mid (li'iiiiiiidcd l«>^\ «M--tliiiii-«'<ird i'Htr>. tlir •:<-ii- 
<'ral iiiiiiia':<M* taii<:lit him a l<'>s<)ii in "'•loixl l»ii>iii<'>>"" «'tlii<'- 



'MM li>lctl luciitlicr.-i tlii.- \car. 

Some >l;itn|) coinpiinics sec liopi' tii 
plans .-^iicli as tlic lla^li- Staiii]) (^o. of 
St. Louis, and Cotiiiiiiiiiilv Stamps 
Inr. of New ^'t)lk. i-mplo). Kafile. 
tlif srroiid (ilflost >taiii|) ('(iiiipati) in 
fxistpiHC, o|)<>ratinj: tinoujilioiit tin- 
Midwest since has hvcn in 
business for 59 years without cata- 
lt)<;ues, vitlunit redemption centers, 
and without pretniunis. Ka<;le stani|).- 
are redeemable for casb or for iner- 
cliandise at retail ontlets olTeritif: the 
stamps. (]()ininunit\ . with its new 
"Pot - 0 - (Mild" plan ("I'ot • o • Cold 
stamps — tlic\ spend like inonev" i 
uses the same idea, it^ partiei])atin<: 
stores accepting fdled book* for 
Eioods or ser\ ices. With I'ot-o-Gobl, 
eaeli book of 1.2(M) stamps has a 
value of S3, and eati he >pent oidy as 
fdled books: ])artiall\ -(illcd hooks 
are not accepted. 

broadcasters, wlule standing only 
to gain frcnn these dizzying pjro- 
tcchiucs. arc also watching them with 
mounting concern. .Manv of tlie 
smaller stamp companies, for exam- 
ple, are now pay ing for time in 
stain|)s (especially in radio"), which 
tlie stations iit turn use as prizes on 
gi\"eawa)" shows. 

'■|t"s all ])crfectly legal and res])ec- 
table.'' says one radio station mana- 
ger, ''hut what about tlic eomjjetitioii 
it could start among stations? It's 
a stamp craze era. let's faee it, and 
I don't think it's too far-fetched to 
imagine a time when four or five ra- 
dio stations in a market will be vic- 
ing for listeners \\a trading stamps 
— you know, the Gold llond station, 
the Blue Staui]) station, the Double 
Thrift station and so on. Comnm- 
nity images and even program struc- 
tures could be \a?tly iidluciiccd." 

r\])ical of how a medium-sized 
stamp coiu])atiy is using broadcast 
media today is Triple-S Blue ftam|)s. 
hca\icst along the ca?tern ?caboard. 
A wholly owned sul)sidiar\' of the 
Grand I nion Go.. Tripie-S spends 
approximately SI million a year in 
advertising, of which 10'~c is allo- 
cated to radio. 

It conducts two individual adver- 
tising campaigns concurrently, one 
'"horizontal." the other "vertical.' 
Its horizontal cam])aign is largely 
(Please turn lo pasie 50) 



Tlie r«'i)<n't ludow recaps die con- 
irrsntiim bcturcii a coiiipaiiy prrsi- 
drill mid llir .slalinii iiKiiia^rr oj a 
urU-kiumii radio niillrl I'li Caliji)riiia. 
11 lull llicy .tai'd mil he juiiiiliar lo 
ninny, for lliei'r siibjril in rxpoiiiidrd 
every day in every iinirLel iclierc ad- 
vcrli.sers arc nerii.slaiiied lo barpiin 
for die loieesl possible rale. 

I had a chat with a ehiseler the 
other day. His compaii) and our 
station had a dispute about a >hort 
rate. M\ sales manager and I met 
with the coin]ian\ ]ire>ideut and hi- 
ad\-ertising people. 

It become clear that they were 
King to him atid he was belie\ ing 
them. W hen he began a tirade about 
our complete lack of ])rinciples and 
ethical business practices, we refused 
to listen and i\alked ont as graci- 
ousK as ])ossible. 

Rut the meeting distressed me \erv 
much and by the following morning 
I had com inced un^elf that the presi- 
dent .-impK didn't ktiow \\hat was 
going on in his eonipain . He couldn't 
know of his organization's re])utation 
and still accuse our station of lacking 
l)u.-ities< prin( iples ! 

So 1 imited him to lia\e a private 
chat o\er Imicli or cocktails, \eitber 
was possible but he did agree to drop 
into m\ office. It soon became clear 
we talked two different languages. 
\ot oidv did he know e\actl\ what 
was going on. he demanded the 
routine hi> people practiced. 

"Chisel? That's your word for it. " 
lie .-.aid. "It's just good business! Of 
course 1 demand thev get the lowest 
rate ])Os>ihle and then some! ' 

It did no good for me to protest 
that his was a dangerous position: if 
he could chisel me down, couldn t 
bis competitor chisel me down e\en 
further than that? 



"Let him tr). If he can do it. he 
de^er^es it! Were going to grind 
down to the lowe>t prici po<>ible! 
Li>ten. I'm about to build a niillion- 
aiid-a-half dollar plant. I'm going to 
grind down (•\er\ >upplier, v\i:r\ rou- 
tractor. e\er\ union, e\eiv worker! 
I'ln going to get the he-t 1 lan for 
the lea-t dollars. 

"If some station is willing to cut 
its rate for me. 1 should care.' Liii a 
saint? He'll .-ell it for a dollar but 
his rate card says it should be three 
or fl\e (ir 10 or 20? 1 should gi\e 
him the difference? 1 shordd insist 
on ])a\ ing? 

"Get \our iiead out of the clouds, 
\ourrg man. (iet into busrne--. Do 
w hat \ ou ha\e to do! " 

1 patiently e\|ilained that monitors 
after monitors indicate we eonsistent- 
ly ha\e the higlie-t billings in town 
although we ne\cr de\iate from our 
i"ate card a> much as 5 (<>nts. 

''So you're a verv fortunate \(iung 
man. 1 wish \on well. Ilut if 
want m\ husine>s again, \ou ll bar- 
gain, you'll deal. \ ou'll compete. 
Von 11 get down there with the 
others. If yc.u're not willing to do 
that at lea-t don't come to rue with 
your problem. Clean up \ou\ own 
industry. Get the other stations to 
stop cuiting |-ates and I'll ha\c to pa\ 
the price. Meantime. I'll bargain. 
Vou call it chi.-eling. 1 call it good 
business.' 

We. of course, demanded tiint he 
pa\ the ^hort rate which he had not 
intended to do. llis competitor, 
learning orrce and for all that we 
were not off our rate card and were 
enforcing the short rate, pirrc haxd 
a nice schedule ou the station at full 
card rate. Our lairguage paid off. 

Well, station manager^. what lan- 
guage do \ou speak? I> he a chi>eler 
or a good business man? \nd. what 
are \ (>u? ^ 



SPONSOR • 23 JI-I.Y 1962 



the timebuyer's own 
coloring book-for fun 
between campaigns 

KriL ( III ct- FM) DILL IS. TKX IS— -'These 
(ire our station i(tll letters. If e put them here .so 
you n il] see them (iiuJ assoriate thcut irith the fitntiy 
hool: you are (il>out to read (iiuJ color. Every time 
you see them we v.unt you to luw^h loudly utid hii\ 
time oil our station. 

/I dependent survey conducted among our rela- 
tives and close persimal friends indicates beyond 
a doubt that kVIL is the No. 1 station in Dallas 
on IVedne.sddys between 3:00 ami 3:05 p.m. 

Reijucsts for additional copies of this master- 
piece must be printed or typed at the bottom of 
properly executed time orders'" 

^Tlu' fdicpoiiij; tdiigur-in rlu'ck liiiiiior intidiliicc^ one 
of the nidic original ]ir(ifli)cts of radio ])roin()tion. the 
■■(]ol(irinj> ISodk for Kndio rinicliii} crH. " It in the hrain- 
cliild of jolni .1. ("o\l('. prejiidciit of K\'1L. Dallas, and 
ill recent weeks lia> hit tlie desks of the nation's tinie- 
huyers hke, a hreath of fresh satiie. 

I lie siilijeets for coktrin'r are the tiiiiehiner himself. 
Iiis |)c|on<;iiigs - such as his <;rey llainiel snit. his wife, 
and (lo{;. Otlier siihjects aie the station manager and 
liis iiehmgings sneii as his ronnnerrial manager, his 
station signah and iiis typical adnlt listeiu^r. Their 
ehaiaeatm-es hegiii at the right. 

"(Ovle's Coloiiiig liook, ' as it lias eonie to he known, 
is heing marketed to other stations for nse as |ironiotion 
through Co\ le s other eonipan\. Coimnereial Kecording 
(.orp.. a Dalla^hased prodncer of singing eonnnereials 
and iimsii"d radio piomos. 

If \on wonld like \ onr (nvn copv of the "■(".(dcji ing Book 
for Kadio 'rim<d)U\ er^." urile m call .si'O.NsOlt and one 
will he foLW aided. 




This is a Time Buyer. The time 
buyer's face is usually red. 
He speaks several languages 
-a g-reat deal of the time. 




This is a time buyer's dog. He has funny 
little wilted ears from listening to his master 
shouting on the phone. He is yellow 
and whines a lot. His name is "Discount". 



32 



SPONSOR • 23 JCI.Y 1962 




It has many sleeves. These sleeves have 
something up them besides arms. 




This is a General Manager. Color him 
purple on bad days. Color him manly 
tan on good days. To keep him out of 
the red and in the black, give him some 
green. If you don't, he'll be blue. 




This is a time buyer's wife. She has funny little 
wilted ears from listening to her master shout 
on the phone. She knows all about household 
care, child care. Hooper ratings, frequency 
discounts, rebating. Pulse, short-rate clauses, 
Nielsen, C. P. M. and P. I. She whines a lot 




This is a station Commercial 
Manag-er. He does all the work. He 
has the station call letters 
tattooed on his chest. 
He was 37 before he knew he also 
had a pulse in his wrist. 



SPONSOR • 23 JULY 1962 



33 




This is our competitor's signal. 
Color it by the numbers: 



1. Harsh orange! 2. Violent violet! 3. Dull gray! 

4. Loud yellow! 5 Grating green! This is OUT typical ADULT listeiicr. 




In the year 4000 everyone 
IS our compelilors' typical "adult" listener. will look, like this. 
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HOW TO SPOT A TIIVIEBUYER PRO 



^ SPONSOK iisk«'(l srv«>ral lop r«'|)s lln's «iiirsli()ii : 
liow ran you Irll if a lhiirl)iiy«M' is a pro or an aiiial«Mir? 

^ ll's «*asy, say r«'ps, to s«*paral«! llu" Iwp luiver 
from aiiialciir. \lcrv aro soiiu' of llir Icll-lale sinus 



\A^lKit('vcr il is thiit ninrks n 
l)roa(lca#t liuyer as n pro or laliels 
liini ;in amateur, has iinlliing wliat- 
sofver to do willi npe. Xor willi llic 
iiiinilicr of years spent in llie Itiisi- 
iiess. It revolves, instead, nroiiiul 
soiiielliiiij; tliat jioes slij;litly l)e\(iii(l 
tlie taiigilile. Like, for example, a 
l)uilt-iii keenness of mint! and a 
natural and mireliearsed fe(>l for tlic 
liusiness. 

These were .«onie of tlie tilings 
^^()^.sol{ learned last week when il 
asked a nninher of lop reps to spell 
out just exactly how lliey could sep- 
arate (even durinj; a first meeting) 
a liniehuyer who reall) knows his 
husiness from the amateur. 

Of course a cei lain amount of taii- 



gihles enter into the pietiirc also. 
And although opinions var\ , liiimaii- 
ly from rep lo rep. on some mailers, 
the con.-ensus of opinions shares n 
certain likemindedness. 

For example, ilie majority are of 
the opinion that you can spot a real 
pro by liis willingness to listen and 
hy his ahility to pepper the presen- 
tation with a liarrage of perlinenl 
and prcdjing (|ue.-tions. The ama- 
teur, on the othei' hand, centers his 
conversation around imnd)ers or rat- 
ing sources and. once cstahlislied 
that tlie>c are not up to his stand- 
ards, hegins innnediatcK to clam up 
on all other facets. 

( Kor a look at some of the pro and 
anialcnr signs, st>e charts helow. 



"A real pro."" >a\s one rep. "lis- 
tens. lie a>ks peilineiit (picslicm^ 
not cr\ptic nur> lie knows \()ur 
markets, and \onr competiloi-. lie 
or .-he makes \oii feel at ea-e milk- 
ing \ on for e\ery hit of infoiniation 
you have. \( l making i-\ery mimile 
nil cnjovahle. in\ igoialiiig. -tiiiiulat- 
iiig one. Ileal pro.- know what lliev 
are .-ecking. and fill \c)u in -o lhal 
you, too. know what llic\ want. I!eal 
pros seek \oiir aid. ad\ ice, and in- 
formation. ^ on ne\er lea\e with a 
lack of fruition. ' 

W hat else mark- a pro'.' For one 
thing, his knowledge of the agency. 
If lies familiar with his agenc\'s 
way of thinking and handling -ilua- 
tioiis. then lie s heeii around awhile. 

For aiiotlici : the (|ueslioiis he 
a-ks: lie's a pro if he asks "are 
these fixed spots or preemptihlc?"' 
llie amateur is apt to iiupiire "is 
Kiii^ of Diaiiiotids a kid show ? 

1 he pro is also marked hy hi- fa- 
miliarity with reps and station peo- 
ple. If he asks '"llowV Joe Hlow at 
WOOF? haven't seen liim la|el\.'' 



You know the timebuyer is a pro if he: 

1, Tolls what he want- and what the liiulgcl is. 

2a Know a .-lalioirs i)o>ili()ii in the '"iniisical spcclrum" in a market. 

3. Iiep to (|iiirks in rale cards. 

4a I>' aware i)f relalidiiship uf power \'s. frecpieney. 

5. Buys not only 1)\ niiinliers Ijiil wlial he thinks' i- hesl for elienl. 

6. Is willing lo talk ahoul eainpaigii's marketing and dislrihiilion j)rohlenis. 

7. Knows rating hirlories of stations. 

8. ill Jiive yon the oj)porlnnily lo make a sw itch pileli. 

9. Listens to all pilelics and >piees pre>enlations with prohiiig (pieslion>. 
10. ^'\\\ give rep ehanee lo improve station sel-np hefore eaneellalion. 
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vDii ktiou lic'> not iR'w at llie liine- 
itij; L'atiK". K'jjorls ntiollier re|). 
\ jiuod lim( l)u\('r is one, ;ir('(ii'<l- 
iiig t(i ;i <;<)()(1 of ic|)>. i> one 

ulio tlotvti'l think, lliiil ;in\ fhaiige 
iiiaflf after ;i l)u\ indiealcs tln-y art- 
|)oor luiNois, hut rather that tiicy 
h;i\c found inl|)ro^ ements and tliat 
what i> heller for the ( iienl is heller 
for iheni. 

V ])ro is courteous, lie doesiri pro- 
ject ihe feelinf; lhal he is doinj; the 
re|) a fa^ or just to listen to his j)iteh, 
-Nor. as one re|> |nit it: '"fh^re 1 am. 
go ahead and entertain me.'' 

Vii e\])erieiiced tiniei)uver has no 
a\ersion to hsteiiing lo all stalioii 
pla\haek ta])es. an<] to e^er\ bit of 
infornialion the re|> is ])re|iarcd lo 
feed him. He is aware that lie is 
eni])ln\ed liy the apenev lo look, lis- 
ten and to evaluate in order to fa- 
cilitate the niosl efTecli\e buy for his 
client. 

V ])ro i^ one who re(]iie»ts avail- 
abilities far enough in ad\aiice lo al- 
low for a coni|)iele selling and l)uy- 
ing job. and he is aware lhat certain 
deal^ can be coiisuiniiialed l)y (doser 
ol),-er^atioll of the rate cards: (e.g. 
siininier rale^. total audience |i]aiis). 

V ])ro is one who relurns the sales- 



man's |)lioiie calls, lie kce|)s ajipoini- 
nienls and wbals more, shows up 
for them on lime, lie is also the fel- 
low for gall who is re<'e])live lo new' 
ideas: e.g.. ihe jjurchase <if limes 
other than IrafTic. And he gives a 
salesman enough lime to make hi? 
j)reseiilalion. 

A |)ro doesn't hedge when it comes 
lime to give a direct (and ])romised I 
answer to a salesinaii s proposal and 
he is willing to bring account execu- 
tives ami the client in on the huy 
when necessary. 

Other marks of a ihoroughl) ])ro- 
fcssional limehuyer; 

I, lie wants to know station image 
in iiiarkel. and the station's standing 
as a citizen of the community. 

"2. He wants to know about the 
station's news ser^ ices, how comjire- 
hensive the local <■o^ erage. and how 
rcs|)onsil)le the news ser^ ice is. 

8. lie wanls to know all about llie 
station personalities — why ihey have. 
a(diie\e<l the success they have, both 
as entertainers and salesmen. 

1, He wants to know the sound of 
ihe station — bow it can he received 
in the home and family ^ilualion, 

S. He wanls lo know as inncdi as 
possible about the demographic 



make-u|) of the slalioii's audience, so 
far as it is rellected in the station's 
programing ])ob'cy. 

6. He is eager and willing lo find 
out ahonl audience composition, 
which may |)ro\e the cheapest |)rice 
is not the best buy. 

7. He is willing lo agree that rat- 
ing services are only a guide and 
will look at all services available be- 
fore making a decision. 

u. He wanls to know about local 
or regional living habits which might 
affect bu\ing habils and which one 
slation has taken into consideration 
in ils programing ])lans. 

9. He is ;ensiti\e to local listen- 
ing |)refereuces for such programs 
as ]>la\ b)-play sports and weather 
reports and the great sales opportu- 
nities the\ afford an advertiser. 

10. He knows the great value that 
|)rograni and personalil^ identifica- 
tion can have for a product, and the 
^alue of having a |)rograin person- 
ality <lo the cominei'cial '"live " for 
|>ersonal endorsement efFecliveness. 

In the case of s])olling an amateur, 
here too exists an area where some 
o])inioiis \ar\. 

I here are some who sav he gi\'es 
{I'lcdsc turn to pa^e r>\) 




You can tell the timebuyer Is an amateur if he: 



1. 


Looks al \()ii iiul (locsn'l sec you. 




2. 


Lislciis to \oii liiit (Icu'^iri hear yon. 




3. 


A^ks ii'i'clcviiiit qiH^stions. 




4. 


Is coiisiiincd hy iHiinlicrs ;iih1 lends to liido brliind them in decisions. 




5. 


Is afraid lo stick liis neck out even when tloing so iiiiglit benefil cliiMit. 




6. 


1 ries to iin|3re.ss yon witli his inipdiiaiiee — or is awed lo nieel real live 


re|). 


7. 


'lliiiiks going to a regular hangout for Iiiiu h is a big deal. 




8. 


Hefiisev to g;i\e infornialion iieilinenl to buy e.xeepl iiiarkels and lengt 


1 of -pot^. 


9. 


("an"l lie liolliered with switch |)itches. 





10. ^^ ill ^^i^;^^le oiil of giving straight answer to why he didn'l iniy yonr slalioii. 
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SPECIAL REPORT 



HOW THE NAB 
RADIO CODE 
AIDS ADVERTISERS 

With 1,570 stations now subscribing to the revitalized Code, radio 
advertisers are getting five big benefits from Code station buys 



"TfHliiy ^^'ith 1-570 i-adio >tati()ns siiliscriliing to 
the XAI5V Riulio Code of Good I'rurtice.- ( niciii- 
liei>liip liigli-water mark, .■'till l i.-iiig), and with the 
Code it>elf impleniented and policed for the fiv>t 
time, radio advertiser> and their agencies are get- 
ting more help, more he^e^lt^. and more protection 
for their me^sage,^ on Code stations than ever hefore 
in tlie In.-tory of l)i"oadea»ting. 

Siirpri?ingly enougli. neither NAB onicial> nor 
hroadca.»ter> — who lune written thou-ands npon 
thoiisaiul.- of \vor(l.» on the Code — ha\c. nntil now. 
fully presented the advertiser henefits in the Code 
operation. 

Pillowing di.--ciis>ioii> with these same ofFiciaL-.; 
.«roNSOR learned of fire trays (>ee hox at right) 
in which the Code i^ helping adverti^ers. Se\eral 
interpretations and ridings are also presented con- 



Radio Code stations offer 
these to spot advertisers 

1 You're free from over-commercialized 
, schedules because of code limitations 

2 Your competitors' claims are policed 
, — no unfair copy will be approved 

3 You get the time you pay for. Code 
, monitoring checks on length of ads 

4 You're in good advertising company, 
a Dubious products services are banned 

5 You're in good program company. Code 
a stations have high program standards 
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EXAMPLES OF 5 BENEFITS 
CODE GIVES ADVERTISERS 

1. Over-commercialization protection 

Colli" >lalicuis iiYo limiiiMl to an iil)M)liit(' luaxiiiuim of 18 
luiimlo of coimiKM'i'ial luc^^ajics an liouv in any one 60- 
ininntc clock lionr in llic l)r()a(lca^t week. Mcuihcr illations 
ai'c ])olicc(l to >cc llial llic tinie-limil ])vo\i>ion> arc >trictly 
c()nii)lic(l willi lo [)rc\cnl ()\ ciciowding. 

2. Your competitors' claims are policed 

Tlic \AI{ IJadio Code Office conlimially sj)ol cheeks stations 
around the country to "keep "eni honest'' and to make sure 
tliat an ad\ <'i tisei — peiliajjs \our coni})ctitoi' — isn't getting 
away with ain false oi- misleading advertiring claims, 
whether tlie station is aware of it or not. 

liiiiiiiiiiP' ■ " "111! ■ ' '■ "iiiBiii'iiii ■■ ' iiiii t:iiraiiiiiiiii"i![iiiiiiiMiiiii" ' 11 -"K : "•• 

3. You get the ad time you pay for 

l7])on the coin])hiint of an iid\'eilisei' or an agency, the Code 
Ofhci" will monitor a station and time the eomniercials to 
deteiiniiie wliethci' the outlet is giving hiiycrs the lime they 
pay for or if it is linie-ehiseliug. 

ii»r':-»io.niiT.Jramr.ir- ■ i..,i. ■■.\'-'r:"i ;' -i ■ 'jl ' ■" "' ;•• -i' , ■•> ■■■ .;■ ' ""i 

4. You are in good advertising company 

Ex[)ressly ])roliihitcd hy ihe Code ai"e advei tisements for 
^])uri()Us good- or sci'viccs or tho>c lacking integi'ity, tlnis 
assmniig the res])(>ctal)ilit\ of the messages aired, hi the 
unacccpl.t])l(> groii]) are fortune l(dling and mind reading ads 
and advcitisiiig of liaid li([uor and tip sheets. 
■ r -• * I ••rar I" :■■ - — i » "• ' 

5. You are in good program company 

^'oui' comniercial is s])otted in a ])rogram ])attern which is 
regulated hy ("ode standards. This for])ids [)rograming 
wliicli ])res(Mits i-eligious [)rogiams disr(>s})ect full}', or en- 
I'onragcs lack of r(>spect for ])jrents. the hn\. etc. 



ccriiing instnnros of noii-;irri'pta])i]- 
ily in ad ropy of leading atl^ertisers. 
']'iic last three pages of tiie article 
contain tlie entire Code, word for 
word. 

\ol listed as an advantage to ad- 
vertisers, allliougli it miglit well l)e. 
is the growing nunierieal strengtli of 
Code stations and of broadcasters' 
increasing aceeptanee of tlie respon- 
sibilit) ''to clean up our hou?e." 

ClilT Gill, who is lladio Code Re- 
view Hoard c-hairniau. and jiresident 
of KKZY, Anaheim. Calif., t(dd the 
\ AB convention last April not only 
of the real nceoniplidinients the Code 
ha^ made sine<> 1961. hut also of the 
saerifices some broadcasters made to 
|)ro\e ihey meant business. 

"For the first time in the history 
of the radio industry," Gill said, "we 
launched a monitoring effort to en- 
force the (!oile. A certain amount of 
non-subscribers as well as subscrib- 
ers were monitored. A study of the 
first .lOO hours of reports show that 
')4.l'~r of the hours were in com|)li- 
anee. although the monitoring was 
done in the lieaviest traffic hours. 

'■The past year will he remem- 
bered as die time when the Radio 
(]ode Review Hoard could say 'put 
U)) or shut up' to the broadcasters 
who clamored for stricter enforce- 
ment willi the promise to subscribe 
■just as soon as you kick out your 
first V iolator.' 

'"To stale it perfectly accurately. " 
Gill continued, ''llie Hoard sluck to 
its gnus in demanding compliance 
with the new ban on hemorrhoid 
remedies and items of feminine hy- 
giene and eight important subscrib- 
ers resigned. Many more who had 
foniierU a<hcrlised these products 
stood b\ the (]ode even though some 
regi>lered vigorous [irotests. 

"One station manager told me be 
lost ."^lO-OOO a year in IVeparatiou H 
billing bill itevcrtliclcss. he would go 
along because he considereil self- 
regulation of such great importance. ' 
Gill revealed. 

"Ill face of opposition from some 
of the nalion's biggest oj)erators. 
Gill added, "the Code Hoard stood 
firm and refused to relax the new 
commercial limilalion of l!i luimiles 
per hour. Though some jirotesled, 
none resigned. These e\aiti])lcs show 
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Swezey and Stone implement a 
new, revitalized NAB Radio Code 

Ucndiug up llic adiiiinii-lialioii of the Hadio Code 
of Good Praclir('> in \\^asliiii{;loii arc NAB Code 
Aiilliorily diierlor Ixoheil 1). Swezey (r) and Radio 
Code luanafier Cliaile^ ,M. Sloiie. 'J'lie (]()de heeaine 
elTeelive in Jidy 1960, super.-eding llic Slaiidar(K 
of Good I'laeliee. Tlie laller, a Aveak and imeiiforce- 
al)le "lioiioi" i-y.-leiii,'' il^elf jjrew oiil of (lie 1929 
NAB Code of Klliies. Tii coiilrasl, tlie new Code 
maintains liead(|iiarleis in llie eapilal, contain^ eu- 
foreenieiil niaehineiy, colleels fees from members, 
nionilors slalioiis. is endort-ed Ijy the dAs, AI'A, 
ANA, and others, and has been hailed hv the FCC. 




tliat for tlic first time tlie radio in- 
dustry has a iiieaiiiiipfnl |irojrr;ini of 
self-rcpiilatioii."' 

An advertiser nn"ghl jiislifial)ly a>k 
at lliis ])oint. '"I^xnetly wlial is w rong 
w itli liennirrlioid or feminine livpiene 
atls?" 

■■S])ccificaiiy ineluded." the lioard 
stales, "as nnacceptahle for adver- 
lisinp: under the |{adio Code ar(> 
products for tlie trealnieiit of iienior- 
riioids and those for use in foniiiiiiie 
liypiene. it is asf-nmed liial liie 
iiroadcasi adverlisiiip of pile reme- 
dies, sanitary naplcins, etc.. cant 
avoid oireiidiii"; and eniiiarrassing 
listeners. ])arlieulaily when such ad- 
vertising is heard in mixed company. 

"As distiiiguis-hed from feminine 
hygiene ])ro(lucts." tlie Board points 
out. '■eoiii])oiiiids to 1)0 taken oralK 
for the relief of pain are aceeptalile 
subject to good taste in co])\ . 

■"For exaiii])ie. co])) for .Midol tab- 
lets was re\ie\\ed and the words 
"erumps," 'periodic pain.' and 'craiii])- 
ing were not con.--idered in good 
taste. The ad\crlising ageiie\ re- 
fused to cliiiiiiiale the ohjectioiiable 
words and Code siihscrihers were ac- 
cordingly advis-ed that Midol eo])v 
was uiiaceeptahlc." 

In a similar iiitcriiictntioii. the 
Board rejected jjroposed copy for 
Treiidar which origiiuilK eontaiiie 1 



the ])hra?es ''meii.-trual dis-tress." 
■'cramps both before and during \ our 
])eriod.'' and "bpasniodie jjains. " 

At the re(]iie>t of the Code OlFiee. 
the agency substituted references to 
"noniial ])aiiis."" "relief both before 
and during that diliicult time." and 
"sudden uuiscular pains are relie\e:l" 
and the co])\ was accepted. 

Two other acKertiscrs, Fires-toiic 
Tire- and Old Dutch Coflee, were 
found b\ the Hoard to be leading of! 
coinuiercials w ith line;- sncli as "We 
iiiterrujjt tiii> jirograiii to bring ^ou 
this flash'" and "IlereV a bulletin 
from . . .' liotli lead-ins \ iolate the 
Radio Code pro\ is-ion that exino- 
sious characteristicallv associated 
with new.'- broadcasts should be le- 
ser\-e(l for news aimounceineiits. and 
the agencies hhie-iieiiciled tli(> intro- 
ductions at the re(]uesl of the Code 

onice. 

A problem of "good taste'" pre- 
sented itself to the Hoard in a public 
service aniKniiiceiiieiit release:! I)\ 
the Aniericaii Cancer Soeiet\ urging 
women to undergo tests for the detec- 
tion of uterine cancer. 

riie problem res(d\ed into one of 
toojieration with the Aniericun Can- 
cer Societ\ to develoj) eo])v treatment 
that would be considered the least 



olTensiv(% \et which would retain a 
strength and the iiecessitv for the 
message. 

'A\'e frecinenth eiieouiiter extreme- 
ly critical areas," Swe/e\ told SI'()N- 
soii, "because of a direct iinoK emeiil 
of legal im])li(-ations. For iiistaiiee. 
radio lias a legal rii^lil to ad\erlise 
bard lifpior, \et tiiis ad\eitising is 
uiiacce])lahl(' under the Code. Such 
distinction, regardless of logic- or the 
lack tbei(>of. still remains. 

"To lower the barrier against hard 
lifpior ad\ erlising. regardless of l(>gal 
rights." he added, ''would be to o])en 
the door for le-trictive legislation 
harinfiil to all advertising." 

In order to siip])ort the cnforce- 
iiieiit iiia( liinery. Swezey said that 
the l.-iTO Co(l(> subscribers ])a\ at a 
rate of S'!!').()()() a \ear. The niaxi- 
iiiiim snb--(-riber fee is S'.M)0 a \ear. 
he said, altlnnigb (>2' i of the iiieiii- 
bers ])n\ -f-i a month or le^s. 

.^weze\- feels confident that once 
the aims and activities of the ("ode 
become more widely known, the ma- 
jority of the iion-snbseriber stations 
will become iiieiiibcrs. Calculating 
the job aiiead. he noted that the VV.i 
rei)ortel l.Tiil am and fni «tation« 
0])(>rating as of June. ^ 



Turn pa^io f<n- Radio Code in its entirety 
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I. PROGRAM STANDARDS 

A. News 

Riidio is unique in ils caparily It) rvacli llic lurm'sl 
iinmhcr nj people first uilli reports vii curreul events. 
This enmpetitii e u<l vantage bespeaks euution — heiiip: first 
is not (IS important as heinii right. The jollou inp; Stand- 
ards are pretlieateJ u.pon that viewpoint. 

NKW'S SOI IvCKS. lliose I•^'s])()Il^il)lt' for new- on 
iiulio i^lioiiltl cvcicij-f cotistant professional rare in the 
selection of sources — for tlie Iiitegrit\ of llic lU'ws and 
llic consei|netit ftood ve])utation of radio as a (hjininant 
news incdinin dejiend larj;elv ii|)on tlie relialiillty of swell 
sources. 

\E\VS(-ASTIi\G. Veus re|)orling sliall he factual and 
ohjective. Good taste shall |)re\ail in the sele<tioii and 
handling of news. Morhid. sensational, or alarming de- 
tails not essential to factual re])orting should l)e avoided. 
News should he hroadcast in such a niatnier as to avoid 
creation of |)anic and nnnecessary alarm. ISroadcasters 
shall 1)C diligent in their sujiervision of content, format, 
and presentation of news hroadeasts. Equal diligence 
should he exercised in selection of editors and re])orter.- 
who direct news gathering and dissemination, since the 
•station's perhirmauee in this \ ital informational field de- 
|)en(ls largely njxni thetn. 

C()\l\IF,Vr\mKS \M) WALYSKS. Special ohliga- 
tions (iev(d\e u|)on those wlio anal\zi' and Oi eonnnent 
U|)on news tlc\ elo])ments. and inanagetnent shonld he 
satisfied com|)letely that the task is to he |)erformed In the 
best interest of the listening |)ul)lle. Programs of newsan- 
ah^isarid eoinmentar\ shall he ciearK identified as such, 
distinguishing them from straight neus re|>ortirig. 

Ki)i TOKI \iJZI\(,. .^onu' stations exercise their rights 
to ex|)ress o|)inions ahout matters of general |>uhlic in- 
terest. Implicit in these elTorts to |)ro\i(le lca(lershi|) in 
matters of |)ul)lic conse(|ucuce and to leiul |)roi)er authoi- 
itv to the station's standing in the connnutiitv it serves, 
is an e(|ual ohiigation to ])ro\ iile op|)ortnnilv for (|ualified 
( il\ ergent \ ieu points. 

i he re|)utatIon of a station for honestv and accuracy 



CODE of 
PRACTICES 

Association of Broadcasters 

in editorializing de|iends upon uillingness to expose its 
convictions to fair rehnttal. 

Station editorial eonnnent shall he clearly identified 
as such. 

'lUl-ATMKVr OF XKWS AM) IHBLIC EVENTS. 
All news interview programs shall he governed hv ac- 
ce])te(l standards of ethical jonrnalism, under which the 
inter\ iewer selects the questions to he asked. Where there 
is advance agreement materially restricting an important 
or Hewsuorthy area of (]nestionirig. the interviewer shall 
state on the program that such limitation has heen agreed 
U|)on. Such disclosure shall he made if the jierson heing 
inter\ieue(l reijuires that i|ue?tious he suliniltted in ad- 
\ance or if he |iarticipates in editing a recording of the 
inter\ iew jjrior to its use on the air. 

B. Public issues 

A hroadc'aster. in alloting time for the |)resentalion of 
|)ul)lic issues, shall exert e\ ery effort to insure equality 
of o|)]>ortiniity. 

Time slionld he allotted with due regard to all elements I 
of lialariced ])rogratn schedules, and to the degree of in- 
terest on the i)art of the |)uhli(; in the ijnestions to he 
|)resented or discussed. (To discuss is "to sift or examine 
ii\ |>resenting considerations |)ro and con.") 'I he broad- 
caster should limit ])articipation in the |)rcscnlation of 
|)nl)lic issues to those (]naiified. recognized, and pro|)erl\ 
identifietl grou])s or individuals whose o])inions will as- 
sist the general ])uhlic in reaching conclnsions. 

Presentation of |)uhlie issues shall i)e clearK identified. 

C. Political broadcasts 

i'olitical broadcasts, or the dramatization of political 
issues designed to influence an (dection. shall he ])roj)erly 
identified as sucii. 

D. Advancement of education and culture 

I'ccause radio is an integral jnnt of American life, 
there is inherent in radio hroa<lcas| ing a contiruting op- 
portunity to enrich the experience of living through the 
advancement of education and culture. 



tf) 
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Tlic ladid 1)1 ondciistcr. in aii^nifiiliiif; llic cdiicalidiial 
uiid ciilliiral iiill iiciic<s of llu' lidiitc. lite clinrcli. .-cliools. 
institutions of liiplicr icarniiifi. and oilier entities de\oled 
lo eduealioii ami cullure: 

Should he lhoronj;hl\ eoii\ersanl wilii the ediiealional 
and cultnial needs and aspirations of llie eoininniiil) 
ser\ ed : 

Should eoopeiale with the respousihle and aeeoiiulahle 
ediiealional and eiillurnl eiitili<'s of llie eoinnninilv to pro- 
\ ide enli^liteiiuieiil of lislenei s; 

Should en<;a<;e in experimental elforls desi-inetl lo ad- 
\aiiee ihe couimunil\'s eiillural and ediiealional inleresls. 

E. Religion and religious programs 

Heii<;i()us ])roi:ranis shall i)e preseiilcd res])(>el full v and 
without ])rejudi(e or ridieuie. 

i{adi() l)roa(ic;isliiii;. which reaches men of all creeds 
siniuilaueousK . shall a\ oid attacks upon religion. 

Heligious proarains shall be prcsenicd hy respon^ihle 
indi\ iduals. iiroups. or orpaiii/.atioiis. 

Ueiijiious projirams shall place emphasis on hroad r<'- 
ligious truths, exeludiiij; the presenlalioii of C()iiir()\ersial 
or ])artisaii view> not directly or neeessarlK rehil<'d to 
ligion or inoralii) . 

Dramatic programs 

hi dcterniinini; tlu' acee]itabilil\ of any dramatic jiro- 
am eontaiiiins; an\ element of crime, nnsterv, or hor- 
or. pr()|)er consideration .-hoiikl he gi\en lo the possible 
elTect on all mendjcrs of llie famil). 

Hadio should relied realisticalK the experience of ii\- 
in holb ils pleasant and tra£:ic as])ects. if it is to serxc 
le listener lionestb . Xe\crtliele.ss. it bohls a concurrent 
)li<iation to ])ro\ide jjrogram- which will encourajrc bel- 
r adjuslments to life. 

This obligation is ap])arenl in llie area of dranialie 
protrranis particularK. Wilhoiil sacrificinp iiitcjirilv of 
presentation, (h-amatic prot;rams on radio shall avoid: 

Techniques and methods of crime presented in such a 
iianner as to encourage imitation, or to make the com- 
mission of crime altraetive. or to sujrge.-t that criminals 
can escape ])Uiiisbnicnt ; 

Detailed presentation of brutal killings, torture, or 
lusical agoin. horror, the usc of supernatural or cli- 
naclic incidents likeK to terrify or excite unduly: 

Kpisodes iiivoUiug the kidiiap])inp; of eliildreii: sound 
ITetts calculated to mislead, shock, or unduly alarm the 
sicner; 

Disrespectful portra\al of law enforeenient : 
The portrayal of suicide as a .-.ati.-ifactory solution to 
nv problem. 

. Children's programs 

Programs s])ecirically designed for listening by cliil- 
Ireu shall be based u])on sound social concept.- and shall 
cflect res])ect for ])arcnts. law and order, clean li\iiig. 
igh morals, fair play, and honorable l)eha\ior. 
They shall con\ey the conimonly acce])ted moral, so- 
iai. and ethical ideals characteristic of .American life. 
They should contribute to the health\ de\elo])ment of 



personality and character. 

1 lie\ should allord opportunities for cultural groulh 
as well as for wliolesoiiie eiitertainiiiciil. 

Tliej slioiild be coiisi-lciil uilli iiitegril\ of reali-ti': 
])ro<hi( I ion. but they should avoid iiiateiial of cxlrem. 
nature which miglil create inidcsii able emotional leai 
lion ill children. 

riie\ shall avoid appeals urging eliildieii to ]Mii(lia-( 
the product specificalK for the piirpo-e of kee|]iiig the 
program on the air or wirn h. for aii\ rea-oii. eiieoiiiagc 
children to enter inappropriate place-. 

H. General 

1 he iiitimac) and coiifidence placed in Madio demand 
of the hroa<lcaster. the networks and other program 
sources that lliey he \igil:inl in proiecliiig the audience 
from deceptive program ])raclices. 

Sound elTeets and expressions cliaracleristieally associ- 
ated with neus broadcasts I such as "bulletins. " ''Ilasli. 

How Code Board enforces 
regulations and procedures 

Of tlic Kiidio (]()(le K('\ icw IJoai'd's iiiiiiiy 
fimctioiis. none i- iiioic iiiipoitiiiit tluiii its 
role a.- policeman of tlie Code iiiemhcr-. A 
-tatioii \vhifli ei"i',s is iiolific'd of its traii>- 
gre>>ioii and nearly always lialts it. 

if the iiialpraetiee persi-ts. tlie .-tatioii 
either resi<!;iis from Code meiiiheiship oi- 
laee.s a heai iiig hefore the 29-nieinl)er N \1> 
IJoaid of Director.-. If the station l()-e> the 
hearing it may al>o lose Code nienihership. 
dei)ending iijion the gravity of the hreacli. 

Action of this t) pe iin ariahly hegiiis with 
a eoniphiiiit to the XAI) from li-teii(M\s. ad- 
\'eiti?er.<, agencies, or other intere.-ted par- 
ties, perhap> even another station. 

The Code Hoard monitors tlie station and 
tajie record.- the \ iolatioii-. The Board then 
notifies the >tation. 

if the station refuses to comply with the 
(]o(le provision-, the IJoard prefers charges 
against it to the Board of Directors and 
iccoinniend- a hearing to determine the 
station"- light to identify it.-elf as a Code 
siihscrihei". 
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clc. ) sliall lie rcxTVCil for aim<(niir<'nieiit of new >, iiikI tli<' 
ux" of any (I('ri'|)li\c l<-(liiiif|iu'.» in coniKM-tion with flc- 
lioiuii (•\('iU> and noii-news piogiains s-luill not hv eni- 
pioyoil. 

1 In* liroatlca^tfr ^liall be con^taiitlv alert to prfvcnt 
ai'ti\iti('> tiiat niav lead to sncli practices as tlie clioicc 
and i(I<'ntifieation of |)ri/c>. tlu; selection of nniric and 
otiier fr<'ative |)Vogr;nn elenicnt? and inclusion of any 
identification of coininerciai prodnets or >cr\ icc^, their 
trade names or advertising slogans, within a jtrograin 
dictated h\ factors otlier than the re(|nirenients of the 
pidsrvain itself. I his e\|)ressly forhids that acceptance by 
producer, talent, or any other personnel of cash ])aynients 
or other consideration:- in return for including any of 
the above within the program. 

When pb)t de\elopment recpiires the use of material 
which (le|)ends upon j)livsical or mental handicaj)s. care 
shall he taken to spare the sensibilities of sufferers from 
similar defects. 

Stations shall avoid broadcasting |)rogram material 
which would tend to encourage illegal gambling or other 
\iolations of Federal, State and local laws, ordinances, 
and regtdations. 

Sinmlation of court atmos|)here or use of the term 
"Court ' in a program title .■-hall be done oidy in sneh 
maimer as to eliminate the possibility of creating the 
false impression that the |)roce<-dings broadca.-t are \ested 
u itli judicial or oflicial antboritv. 

When dramatized advertising material in\olves state- 
ments by doctors. <|entists. nurses, or other professional 
people, the material shall be |)resente(I b\' members of 
su<di profession reciting actual exjierience. or it shall be 
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made aj)parent from th<' i)rcsentation itself that the por- 
tra\al is dramatized. 

Quiz and similar programs that are presented as con- 
tests of knowledge, information, skill or luck must, in 
fact, be genuine contests and th<' results must not be 
controlled by collusion with or between contestants, or 
any other action which will favor one contestant against 
any other. 

\o program shall be presented in a manner which 
through artifice or simulation would mislead the andi- 
eiite as to any material fact. Each broadcaster must 
exercise reasonable judgment to determine whether a 
l)articular method of j)resentation would constitute a ma- 
terial dcc(q)tiou, or would be acce])ted by the audience 
as normal theatrical illusion. 

In eases of |)rograms broadcast over multiple station 
facilities, the originating station or network shall assume 
resi)onsibilit\ for conforming such j)rograms to this Ra- 
dio Code. 

Ke(piests for time for |)ublic ser\ ice annonncements or 
|)rograms should be carefully reviewed with respect to the 
character and reputation of the campaign, grou]) or or- 
ganization involved, the public interest content of the 
message, and the nunuK'r of its presentation. 

II. ADVERTISING STANDARDS 

Ailri'rli.sing is ihc pnixcxpal source of revenue of the 
free, rompetUxve Aine.rivan system of radio broadcasting. 
It makes possible the presentation to all American peo- 
ph' of the finest prot^rams of entertainment, eihication, 
and infoi inution. 

Since the i^rent streniith of American radio broadcast- 
I'/ig derires from the public respect for and the public ap- 
proval of its prof::ratns. it inwst be the purpose of each 
broadcaster to establish and maintain high standards of 
fwrfot tnanee. not only in the selection and production of 
nil }>roi^rams. but also in the presentation of advertising. 

A. Time standards for advertising copy 

'I be time standards for athertising are as follows: 
I. I'rogi-aiiis iiiulcr sing;!*' .«p()n.>*()rslii|). 

The maximum time to be used for adv(Mtising, allow- 
able to an\ single sjionsor. regardless of type of program, 
-hall be 



7> minnte |>roi;rams 1 ■■^'^ 
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2. -, " " 1:00 

If, " " 5:1.1 

(,() " " 7:00 



lh(> tinu' standards allowable to a single advertiser do 
not airc<-t tlic established practice of allowance of station 
breaks between programs. 

/\nv reh'ieiK'c in a s|)onsored |)rogram to another* 
|)roditcts or ser\ ices under any trade name, or language 
sunicientK dcscrii>ti\e to identify it. shall, except for 
{Please turn to page -16) 
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Media people: 
what they are doing 
and snyinp 




TIMEBUYER'S 
CORNER 



'riitTo'fi IxMMi n major r«>alij;mii<'iit «»f tli<' Now York media 
(lopnrtiiK-iit of ^hicMaims. Joliii Adams, wliirh will not jxM-il 
the home oflu'e'!* departiinMit in Detroit. The buyers will he 
divided into two groups: a <'oiisiimer <rr«inp headed hy John 
Martin^ and a eoiiimereial f^ronj) lu'aded hy John l^iitsky. Hiis- 
sell Known. traiisferre«l from the IMoomiield Hills. 31ich. ofli«'e. 
is direetor of marketiiij: serviees and r<"spoiisil)le for all-media 
reseaeh aii«l maketiiii; activities. 




I 



WILL the real Marv Shapiro please step foreward? SPONSOR commanded last week, 
when Marv Shapiro of BBDO (c) lunching at Mike Manuche's with TvAR's Marv Shapiro 
(r), who brought along fellow staffer Bill Morris (I] to support his claim to the title 

77;;h^5 you should know ahonl DCSS:S media department: \'n<\fx 
\ and nicilia director Sam it s('r\'iccs all the ajrenc) V acroiinis. 

10 of which are jointly s-harcd with other major airencic.s. Ihis keeps 
Martin Herbst, who is media research «lircctor. and his group on their 
toes gathering, anab/ing, ami siippl\ iiig media and marketing data. 

Assistant me<lia dire«'tor Sam Tarrieone. i> in «'harge of one 
bnying gronj): Jack Giebel and Diek Olseii ban<lle snpervisiiif; 
roles on two other gronj).*. These men are responsibh' for 
planning ami siii)ervising ev<'ry asi)e«'t of me<lia i)lans for ae- 
coinits assigned to their ageney groups. The agency Ixdieves 
that the three-group system facilitates and i)rovides the most 
eHieient means of buying. 

[Please turn to pape 41) 




HERE'S 



Know every campaign in ttie 
nnarket. . . and nnake calls on 
accounts and agencies long 
before ttie buys are nnade. 



WHAT 



Know ttie programming of 
every station in ttie market 
and explain ttie "on ttie air" 
tectiniques of your station 
...and ttie responsiveness 
of your audience. 



YOUR 



Know tlie rating position of 
every station in ttie market 
and develop researcti data 
ttiat produces billing. 



REP 



Know ttie coverage pattern 
of every station in ttie mar- 
ket... and tile results of ac- 
ceptable coverage studies. 



SHOULD 

Call on account sales man- 
agers and agency researcti 
directors to get your market 
added to ttie list. 



DO 



Make ttie calls day after 
day, and get ttie business. 



The door is always open... 



bob dore 

ASSOCIATES 
RADIO-TV REPRESENTATIVES 
11 WEST 42nd STREET 
NEW YORK 36, N. Y. 
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Broadcasters- 



Advertisers- 



Agencies — 



IF YOU NEED A 
LONG-TIME SPECIALIST IN 



Sales Promotion 

Advertising 

Copywriting 

Publicity 

Research 

Direct Mail 

Public Relations 



THIS MAN CAN BE AN ASSET 
TO YOUR ORGANIZATION 



And these are only 8 reasons why: 

...Ten years experience in the 
television and radio industry. 

...Complete sales approach. 

. . . Forceful, effective copy. 

...Six years in print media pro- 
motion. 

...Thorough knowledge of media 
research. 

. . . Administrative experience. 

. . . Knows all phases of advertising 
production. 

. . Age: 40. 

LET'S TALK— SEE IF THIS 
MAN DOESN'T BELONG 
IN YOUR ORGANIZATION 

write: SPONSOR, Box 320 Today 



I 




TIMEBUYER'S 
CORNER 



tConliniicd irom page 13) 



I here are. iidditioiuilly. two >-u|)(M'\ I?<>i y p()>itioii.'i lu-Ul 1)\ M'liior 
media jici somiel in broadcast and print media. reb|jecti\ eh . Boh W'id- 
liolm hold.-; tlie broadra.'~t role. Rita Venn i> on pi int. nel(i\N thi.s level 
are a slalT of air and print Inn inp >.peciali.-t.'. and all-media l)U\ers. The 
balance varii'.s dependinjr on tbe special need.s witliiu each jiroup. Sa)s 
inedia director Vitt. "SonK^ aj;cncie> >tre» ^specialization, others ?tress 
all-media l)a\ers. I here ai"e a(K anta<>e;- lo both methods, and as a re- 
sult w e tr\ to balance and blend the advantages of each into one s\ steni 
»o our client^ iiet the nio^l etleeti\e Iiu\>. 




DISCUSSING the Miami market, Tom Buchanan (l-r) of H-R Reps, Charles Mathews of 
WLBW (TV), Bob Cagliero of C. J. LaRoche lunch at Vincent S Neal's Due Mondi 

'IMic ro!.-|»(»ii.>iil»ilily of tlie l>ii\er to lie «'ert;iiii that llio media 
tiepartiiieiil's ^taiulartls are met. Senior liiiyer.x, siieli as 'I'oiii 
Hreekeiiri<l':e. Stii Kekerl. and ."Martin Daniels, make certain 
tliat the <»hjecti>-es ol" a campaign arc clearly delined anti tlmr- 
oii<:lily iin(h'rsl(»(>(l hefore hiiyiiij; hejiins. 

iicseareh director llerbst places jireat .stress on accurate, detailed in- 
formation and man\ special stndie.- ha\e been made to de\elop new 
mcdia-inarketiiij; concepts of bn\injr. its "advance market concept 
sin<;les out markets with tremendous growth ignored by standard nieas- 
iriements. lia.'-ed on it. Hob W'aL-h. Len Stein, and Frank McDonald are 
enrrentb bu\ing Inpbcnated markets where the combined ])opulation 
of two maikets oilers a bettci' cost-per-1 .()()(). 

"'I'lie.-e e«>"e<'|»ts." eoninienls. "arc the result of exhaus- 

tive inetlia .studies in terms of advertisers" niarkelinj: prohh-ms 
and ol>jeeti> cs. and provide onr clients \»itli a concrete hasis for 
onr eampaijins." ^ 
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('(ll)Mllr cd^f llislotli's of Miri rs.sliil 
local (iiiil rriiioiKil ti-li'i isioii < (iiiipnisiit 



TV RESUi t S 



BEVERAGES 

Sl'ONM)!;.- IVp-i CoUi l)iMiiluili>i I : Direcl 

Capsule case history: 'llic I'cp-i-Cola Danrc I'arly oil 
\VTnF-T\'. W heeling. W. lias inatlc llie area --o IVpsi- 

coiiM'ioiis llial ill liii- fno yai? liie jut capita coiiMiiiip- 
tioii iia> i)f(n raiM'd to 79 I)()ttic> per pfr>on jx-r yar and 
has resulted in a 11'' i increase in sales eaeli )ear since the 
program lias hceii on the air. W'THF-TV is proud of the 
success, partieularh because il resulted in I'c|)?i putting: i.i'i 
'of its advertising budget in tv. The jirograiu's popularity 
'rests greath in its uni(|ue form. Joe 0\ i<>s, the I'cjisi dis- 
Iribiitor. wanted the show to be different from the hundreds 
,of dance parties across the country, so he. Robert Ferguson. 
|e\eculi^e v. p. of W'THF. and other businessmen put together 
]a jiackagc deal which consisted of dinner al the local record 
shop with a record thrown in — all grali> for all the kids ap- 
pearing on the siiow. \ot only do liie |)articipaliiig students 
;njo^ the |)rogram. but it has heen the liighesl rated show- 
in its lime slot in the area. 

^^•TRF.T^■. Wlu-olin-. W. N d. Program 



TRAILERS 

^[•flNSOH: U. lnii Trail. i .^..1.- I'.uk \(.h\( 1 : I In 

Capsule case history: One of liic leading line- of traih i- 
carried b\ the Ueloit Trailer Sale^ \ Park in IJeloit. W i-c. 
is the Kicliardson Homes line. Mtiiough the compan\ ha- 
advertised all its lines on \\ IIK.X- 1 \ . Hockford. ill., for four 
^eals. and spon.-oied two ^l■ars of Sdii I' riuicisco llrtil. the 
highest sales e\er rea< li<'d in c mnpelilion with other l!i< lianl- 
soii dealers placed it number four position in the coiiiitM. 
IIowe^er. during a one-montli period. Heloit coni-entratetl it- 
a(hertising st^ictl^ on the show on Kicliardson. "As a re- 
sult."" sa\.s Phil Korsl. sales manager of lieloil. "we wound 
U|) luiniber one in the country." IIo\\e\er. the sale* man- 
ager ie|)orted that one month s results wa-- not the wh(de 
stor). "Ever) week ^^e have people in from o\ er one hun- 
dred miles awa^ as a result of our \\ 1{I',X-T\ cam|)aign. with 
fulh 10' (' of our sales made to station li^-lener.- in the Chi- 
cago nietro|)olitan area, as ^\ell a> mail) who drive in from 
Duhutpie. Iowa, where tliev receive the station bv cable. 
WIJK\-TV, Ho.kfi.Kl, 111. lV..f;rain 



DRUGS 

-PONSOK: Hcxcl Vilainiii-. of 
\lcKtvMin & l{<>l)l)in- 

Capsule case history: Dnlcllnc Chattatioo^a. scheduled 

lailv on \\"T\ C. is a news, weather, and spoits program 

hat dramatizes il? rejiorts in unique wavs. For e\'nm|)le. 

.\luni giving temperatures of different sections of the coun- 

ry. it flashes n jiictnre of that area. l!e\el \'itaniiiis. div . 

)f McKesson S. Kobhins. felt this type of presentation good 

trograni- product integration, and bought a l.'5-v\cek cani- 

laigii using a v\eeklv schedule of one lO-im'iiute iiev\s >eg- 

nent, one fiv e-iiiinule sports. tv\o fn e-miiiiite weather slots. 

vales for Hcxcl ap|)reciabh- jumped in the area over the pre- 

ious Near a? a result of the advertising. Hob Vi'estenhiser, 

UcKessoii & Kobhins sales manager responsible for the 

laccnieiil. lejiorted: "Dateline Chattanooga has done won- 

lers for Hexcl \'itamiiis in this area and we're grateful to 

le on. W'estenliifer has instructed rSelsoii-Clie?man. the 

oeal agency, lo purchase regular schedule.- on W TVC. 

lased on the successful resull^. 

I'ropram 



KITCHEN APPLIANCES 

AGKXr^ : Direct SPONSOR: I-jnn Koclilirijier Co., Inc. 



\CF,.N( "1 : Dir.-ci 



^ ST\'C, Cliatlannopa 
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Capsule case history: \ recent example of the abilit\ of 
W WF-T\'. I'ort W'aviic, to .-tinuilate viewers to action, hap- 
pened on The Ann Colonc Slioir. aired MoiuUn tiiniugh Fri- 
<lay, 1:00-1:2.5 |).m. on (haiiiiel 1 .S. Ann is W'WK-TN"- 
women's director, and her show includes interview- with 
guests of s|)ecial feature interest, fashion and decorating ex- 
perts, show busine-s entertainer-, etc. During one iiioiitii. 
lA'XCO. a prominent distributor in the Fort W'aviie area. 
sp()ii>ored the giveawav of 10 Kitchen Aid portable mixers, 
and one Kitchen Aid di>liwaslier as |)art of their ad\erti-iiig 
promotion. lA NCO ran tv\enly oiie-iiiiiiute spot- on Ann'- 
-liov\ (luring the month, announcing the conte-t and iiniting 
viewers to enter. .Mail re.-poiise to the contest totaled Jl.FlJiT 
po-t card- from four -tatc.-. \- for actual sales out of the 

Kitchen Aid di-tribtuors in the national orgaiii/alitin 
the Lv nil Koehlinaer Co. (I.^XC()) was fifth iti -ale:- and 
fn>t in penetration of a designated market area. 
W'\>K-'IA". Fori Vi'asnp, Indiana VninKim rin' iil- 



RADIO CODE 

(Continued jroni page 121 

iiDiiiial giir^t i(lentifir;iti()n>, be einiyidereil as lulvertis- 

\\ liilc nil) muiibcr of [irddurts ni;n he a(l\ orliVcd bv 
a siiiirli" s])())i>()r within the >])ecifie(l lime slaiidaids. ad- 
vci'tisiiig <'•>]>) for tlicse products sluill bo ])i'ci-c)il('(l with- 
in the fl'al^o^^ ork of the ])r()jj;i'an) structure. Aecortbngly, 
the UM' on such ])r()grani> of .^iiiuilatod #]jot anuounee- 
iiicnts wliich are divorced froiri th(^ ])r()<;rain bv preee(b 
injr the iiitrochietion of the ](rogrniii itself, or by foHow- 
inji its upparciil siirn-oll AiaW be avoi(h'(b To tliis end, 
iIh" jjrojzraiii it^elf shall be auiioniu'ed and clearly identi- 
fied hi'jorr the u>e of what hav(» been known a'- ''eow- 
catehei" aiinouncenicnls, and the profrrains shall be 
.-i^Mied olT (ijtcr the u.se of wlinl have b(\en known as 
"bit(di-liike " annoiiiieenienls, 

2. AinnmiU'oiinMit ly|><> j>v«>j;r;iiiis. iiiiiltijtle spoii- 
s(>i>hi]> ]>i'(><i;i-:iiiis. iiiid any coiiil)!!!!!!!!)!! of 
]>i'(><;;r:iiiis anil aiiii«>niir«Mii«>iits. 

The inaxinuini lime to 1)(> used for advertising in an- 
nounceinent ami 'or multi])le sponsorship jirofsranis shall 
not exceed an averajie of fourteen iin'nut(\s an hour, com- 
])iiteil on a weekly basis; ])rovided. however, that in no 
(neni shall the niaximnm exceed eijrhteen minutes in any 
siuffle hour or five minutes in any fifteen minute segment. 
For the ])ur])ose of determining advertisin<i limitations, 
such jjrogram t\])es as '"classified." '"swap shop' "shop- 
piug guides " and "farm auction " ])i ograins, etc.. shall be 
ri'gard(>d as containing one and oiio-lialf minutes of ad- 
veiti.-iiig for ea(di five minute segment. 

B. Presentation of advertising 

The ailvancing t('ehiii(]iies of the broadcast art ha\'e 
shown that the quality and proprr iiitc^ratwn of adver- 
tising copy are just as important as ineasureinenl in time, 
llie measure of a stations service to its audience is de- 
termined bv its over-all pei forniaiice, rather than hv an\ 
individual segment of its broatlcasi day. 

C. Acceptability of advertisers and products 

I, \ commercial radio broadcaster makes his facilities 
available for the advertising of products and services and 
acccjits commercial jtresentations for siicdi adverlising. 
llowe\er. he shall, in recognition of his responsibility to 
the ])ublic. refuse the fai'ilitics of hi> station to an ad- 
vertiser where he has good reason to doubt the integrity 
of ihc adveiliser, the trulli of the ad\crtisirig repre-eiita- 
tioii-. or the compliaiu c of the advertiser with the spirit 
and purpose of all a])i)licahle legal re(]iiirenients. M()re- 
o\er, in coiisith'iatioii of the laws and custom,- of the 
coimiiunities si'r\e(l. each radio broadcaster shall refu.'-e 
his fa( ililic> to the advertisenieiit of products and ser\ - 
ice>, or the use of advirtisiiig scripts, which the station 
ba> good leasoii to believe \\oul(l be objectionable to a 
.-ubstaiitial and responsible segment of the coiiiniiinilv. 
Tile foregoing principles should he applied with judg- 
meul and nexihilitv. taking into consideration the char- 
acteristics of llie nicilium and the form of the particular 
]iresetilatioii. In general, hecausc radio hroad(.asling is 
dc'-igned f(]r the home and the entire faniilv. the follow- 
ing principles shall govern llie bu-^ines-* classifications 
listed below : 



a) The advertising of hard liquor shall not be ac- 
cepted. 

h) 'llie ad\'ertising of beer and v\ines is accejitable only 
v\lieii presented in the best of good taste and discretion, 
and is accc])tal)le subject to existing laws. 

c) The advertising of fortune-telling, occultism, astrol- 
og\'. phreuologv. ])alni i'eading. luimerology. mind-read- 
ing, or character-reading is not acce]>tal)le. 

d I The ad\ ertising of intimately personal jiroduets 
which might offend and embarrass the listening audi- 
ence is unacceptable. In this category are ])roducts for 
the tieatuu'iit of hemorrhoids and for use in feminine 
hygien(\ 

c| y\ll advertising of ]iro(Iuets of a personal nature, 
v\lien acee])le(l shall be treated v\itli sj^ecial concern for 
the sensitivities of the listeners. 

f) llie a(herli.-ing of li]) sheets, publications, or or- 
gaiii/.ations seeking to advertise for the jiurposc of giving 
odds or promoting belting or lotteries i,« unacceptable. 

2. An acbertiser v\ho markets more than one product 
shall not be periiiilted to use aihertising copy devoted to 
an acceptable product for ])ur]ioses of ])ul)licizing the 
brand name or oilier identification of a product which is 
not acce])lable. 

Care should be taken to avoid ])reseiilatioii of ■'bail- 
switch advertising wherebv goods or services which the 
advertiser has no intention of selling are offered merely 
to lure the customer into purchasing higher-jiriced sub- 
stitutes. 

D. Contests 

Contests shall be conducted v\itli fairness to all en- 
trants, and shall comply w ith all jx'rtinent Federal. State, 
and Local laws anil regulations. 

All contest details, iiicliidiiig rules, eligibility re(]uire- 
ments. o])eiiing and tenniiiation dates, shall be clearly 
and eoiu])letely announced or easilv accessible to the lis- 
tening ]iul)lic; and the winners' name.- shall be released 
as soon as j>ossihle after the close of the contest, 

W lieii contestants are re(]uiied to submit items of prod- 
uct identification or other e\ ideiice of purchase of ])ro(l- 
ucl. rea-oiiable facsimiles thereof should he made accc])!- 
ablc. 

.All cop\ pertaining to anv contest fexcej)! that v\liich 
is r(!(]uired bv law 1 associated with the ex])loitalioii or 
sale of the sponsor's product or ser\'ice. anil all rcferenees 
to prizes or gifts offered in such connection shall be 
considered a part of and included in the total time liiuifj- 
tioiis lieretofore ])ro\ ided. 

E. Premiums and offers 

The broadcaster shall require that full details of pro- 
])osed offers he submitted for investigation and ap|)roval 
before the first aunonnceineni of the offer is made to the 
]>ul)lic. 

A final dale for the termination of an offer shall be 
announced as far in ad\anc(> as jiossible. 

If a consideration is required, ihe advertiser shall agree 
to lioiioi coiiiplainis indicating dissatisfaction with the 
prciuinin b\ returning the consideration. 

There shall he no misleading descriptions or compari- 
sons of anv ])reiniiinis or gifts which will distort or en- 
large their value in the minds of the listeners. 
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OIL PROBLEMS 

iContiniird jroiri pnpi' 2o) 

1)0-1 ;ulv(M'li:iiii{; 

"C'nrrcnll) wo aic part j-poii-ors 
of NIK] Kadios AcKv on the ll(i\ir 
and the initial roactiou at liotli the 
coiisinncr and doalor lex el lia> o\- 
ci'oded our foiulo<t liopo.'' Koiiii 
said. 

Acoordiiij; to Koini, network radio 
makes possiMe national coverajje and 
near-saturation frecpicney at a nKn-e I 
eeononiical cost-per-1 ,000 tluin an\ 
oilier national or local a(l\ ei lisini; 
inediuin can inanaae. And. in tenIl^ 
of pin-pointing the riulil andiencc 
for Iiis conipan\"s |)roducls. lie cile> 
llie rndio-exira of reaeliiiic; anlo- 
iiioliile (lri\-ers ivliile on llie road. 

George A. Graham. Jr.. \'.p. and 
general manager. N'MG Kadio. .said 
lliat in working with \\'\nn Oil and 
otliei- coinpaiiies in tlie oil indu<lr\. 
■'we'\e learned tlie importanee of 
meaningful iiromotioiial and iner- 
cliandisiiig help, extending from the 
inodiioer's .sales force (lo^Ml through 
his entire dislriluilinn complex. " 

Tn discussing this as[)ecl of iiet- 
^vork radio ad\ertising. Keim added 
that he welcomes what he calls "an 
increasingly coopciati\e allilude of 
radio network management toward 
inercliaiidising assistance." \HG"s 
t)romotii)nal deparlment has shown 
initiati\ e and imagination in pro\ id- 
iiig Us with a continuing hanvige of 
materials for onr distrilnitors and 
sale siiieii. he maintained. 

Most of the gasoline and oil hii^i- 
iiess next fall on GBS TV will come 
from sponsorship of s|ioris progi-anis. 
As of the momeiil. GliS TV has no 
gas or oil sponsorship of enlertain- 
nient program.s. PreseiitK-. Texaco is 
.sponsoring minutes of the liasehall 
Came of the Week- on Saturda\s and 
Smuhns. On XGA \ football. Gl?.^ 
TV will most likely have Tlumhle Oil 
for one-quarter sponsorship. On \a- 
tioiinl Football League co\ erage GI5? 
T\ expects to h:i\e American Oil on 
a regional basis in \ew York. Pitts- 
burgh. Baltimore. \\'ashington. St. 
Loui.s and Green I5a\ : and Sun Oil in 
Phila(leli)hia. Speedwav Petroleum in 
Detroit. Soliio in Glevelaud and 
Standard Oil of California on the 
West Goast. Shell Oil ha s sponsored 
the Leonard Hernstein "^'ouiig Peo- 
ples Goncerls for the past se\eral 
years. GH? IT does „ot lia\e a 
renewal on this as \ei. Tn the e\ent 



GILL TELLS REASONS K-EZY 

SUBSCRIBES TO KAB CODE 

lly CUFF CILL 

.My stsition luis ;i spccini reason for siihscriiiiiig to llic \\l> 
Radio Cotlc. l lie term.- of tiir lease on onr studio rc(]iiiie it. 
As the "station witii studios at Disneyland lloleL" K-i^Z^ i- 
obligated by its lea-e to adiiere to the Ixadio (^ode. ()1)\ iou-l) , 
"the niajiie inediinn in the niiiac le market. " as wc eaii K-F.Z^ . 
miist make certain tliat no inogram it broadcasts fiHini an\- 
whcre in W all I)i-ney's "Magic Kingdom" i- in anytbing hut 
[lie best of la-te. and that no comineieiai is misleading oi- 
()fieiisi\(\ 

I5ut K-K/V ha,s anolhei- good reason for suiiscriiiing. 1. 
its picsident and general nuinager. am ehaii'inan oi the luidio 
("ode l{evi(^\v Hoard, and ba\e s(M"\ed in eod(^ eommittee work 
o\ei" a period of six \ eai"s. 

Hilt neither of these is the most eoinpcdling reason that onr 
station oiicratcs under the Clode and siijiports it not oiil)- with 
onr siibscrii)tion but with a great deal of onr lime. The vai] 
rea-on is that all of lis in the iiianageinent of K-KAY. Dan 
Kiissell. our vice president and station manager. Ira Laiifer. 
onr \ iee prcvsident and general sales manager, and 1 all believe, 
in the Code. We believe that broadea.ster? should .support their 
national as-oeiation s eilorts to establisli and iiinintain an 
eflective means of solf-regulatioii. as a defense again-t critic- 
who urge greater government ('(uitrol. 

Hut more important, vnc think that broatleasteis ouglit to 
subscribe to the (]ode because tbey ouglit to -ubscribe to the 
Code. 

In other v\ords, our eflcnts at .-elf-regulation should be moti- 
vated by onr own deeji sense of resiionsibility to the public, 
and if we can eonvinee members of the public of the re-poii-i- 
bilily we feel toward them, they will he more responsive to 
us. This will not only benefit the public and the broadcasting 
industry, it will benefit onr a(l\ ertiscrs. whose coiuinercial 
mc-sage- v\ill be presented in an atniosiihere of greater credi- 
bility. It will benefit the a(l\eiti-ing ageiieie-. who can -pend 
their clients" budgets with greater eoiifideiiee. It will give ad- 
vertiser- and agencies another dimension, besides that of 
ratings, in which to measure stations. 

\Vc -ub-eribe heeaii-e we think it is good bii-incss to do -o 
and this is one trade ^eer('t that we are willing to share \vitli 
onr eompetit(n-s. 

Ci.ii r Gii.i, 
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•^hcll Oil I't'iirw.-. the pvogiain* woiilfl 
oi i<;in;ile from tlie I'hillianiionie Hall 
irt I-iiifiilii (x^iilcr for tlie IVrfoniiing 
\it>. tlie IMiilliariiioiiifV now liome, 
I a|)ffl >aliirrhn moniiiigs. tin; roii- 
< iTl^ would 1)0 -0(^1 oil ( nS ^^ on 
.1 (l(la\P(l l)a>is. 

riic ( 1)S Ifadio i'o>lcr of oil ^jioii- 
-or> include? Siiidair licfining ( Gey- 
(1. M(jie\. Madden & Hallavd ) |ire- 
>eiilinfr \cirs. Xeiis ylnalrsis. Di- 
mrnsion. and Johnny Dollar. Ilast- 
inf;* Maniifacturiiif; is ( ()->|)oii>orinf; 
Spoils Time on CliS Kadio, (Jforjre 
\rkedis. \ .j).. network sales, (]]!S 
I'adio. told SI'ONsOll that oil eoni- 
jianies and niaiuifncliners of antoiiio- 
li\e lubi'ieaiits and acressoi ies will 
he u-ing radio more and nioic a- 
-ii< li roni|)anies tend to lieroiue more 
national in seojje. ''After all, what 
more direct way is tliere to reach the 
consumer of an automohile |)rodiict 
than while he is in his I'ar which to- 
day means wliile lie is listening to liis 
ladio. reniemheriiig that there are as 
mail) ra(lio e(|iii|)|)ed cars toda\ as 
there were radio homes 10 \ears 
a,!;o ujiuard of l!i million.' \rkedis 
e\|)hiiiied, "Of course, we do not 
iie<;]eel to take into account the in- 



crease in transistor radios wliether in 
or out of the home. The |)liig-iii set. 
of course, contiiiiies to perform its 
liiiie-hoiiored function.' 

On the marketing front, the old 
fashioned seiviec; station a]i|)ears to 
he rapidl) fading and. like the flight- 
less dodo hird, is de-lined to he a 
curicjus olijeit in a mnseiiin, 

American motorists lliis summer 
are encountering sfuiie hrilliant ex- 
am]jles of new h -designed stations - 
stations that reflect an entirel) new 
and \ igoroiis eoiK e|)t of marketing 
and iiiereliaiidi-ing in the field of 
gasoline retailing. 

\iiKmg the re\ ohitionary new eoii- 
ce|>ts in service station ojieratioii. 
unxeiled lecentl) in Richmond, Va.. 
1)\ the \tlaiitie Uefiuing Co.. was tiie 
Magna Mart, indeed an idtrn-inodern 
installation, consisting of a coiiihi- 
natioii serx ire station, garden center, 
gift and flower .shoj) and a lawn 
mower sales and service facility. It 
marked the hrst lime that a major pe- 
troleum coiii])any (nitered the garden 
e(]ui|inient and su]i])l\ field. [lie|)e- 
troleiiin eoni|iaii\ has on dis|)la\ 
more than 1.000 items of garden sup- 
plies and e(]ui|)iiieiit. 



"Sot to lie outdone in the creation 
of new t\|ie ser\ ice stations. Gulf 
Oil has come up w ith the Gulf .Minute 
."^hopper. \\ itlioul lea\ iug his car. 
the motorist can see and ])iirelia"e a 
wide \'ariet\ of items ranging from 
aspirin lo film for his camera, in 
addition to his automotixe needs. 
I'nder a caiio|iied pump island unit 
i~ a glass-eiiclosed nicrcliaiiflise dis- 
]ilay area. There are also customer 
lounges and nn air conditioned wait- 
ing room. Gulf also displays unusu- 
al elect ro-nieeliaiiieal gasoline i)nm|)s 
with remotely-monnted indicators 
showing the quantity and cost of 
gasoline |)iircliased. 

An iiiiiisual new concept in station 
design is that of Sunrax 1)X, the 
first of which opened in Tulsa. It is 
a unique circular lav out that mox es 
luhrication areas to the rear of the 
hiiildiiig. clear of ]mm|) traffic. Driv- 
ers, it is ie])orted. gel faster ser\ ice 
and there s e\en a hostess to make 
wdiiien motorists and cliildren feel 
at home, 

,M. G. Daxis. general manager of 
domestic marketing for Atlantie oh- 
ser\ed that the Magna Mart in Rich- 
mond is fraiiklv nil e\|)erinienl with 





CHANGE "NAB" TO "KLZ" AND 

YOU HAVE AN ACCURATE 

STATEMENT OF THE POLICY 

AND PRACTICES OF KLZ RADIO-FOR 

WE HAVE BEEN OPERATING ON THESE 

HIGH STANDARDS FOR YEARS AND YEARS AND YEARS! 



560 First On The Dial 



IN 
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AND YEAR OUT 
(AND RATING) 
PICTURES INDICATE IT MAKES 
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SENSE TO DO SO! 

LEE FONDREN 
STATION MANAGER 
& DIRECTOR OF SALES 



KLZ '^ffl<* 

CBS IN DENVER 

Represented by the Katz Agency 
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Ilic t)l)jcct of incrcii^iii^ Iraflic anil 
Mile- llir()iif;li existing outlet- and 
iiroK" (•IT('cti\ el\ ii-^inj; land area wiiilr 
meeting the cliallciijic of modern 
inarketinji. l)a\ said that if tlii!- 
new eomc|)t is sneee-sfid, Atlantic 
^vonld e\|)arnl the idea into other 
areas hetween "\e\v I'ji^land and 
Kloiida. It marks the first time in 
y\tlantie*s y2-y(>ar histor\ of "dra- 
matically aiignientiiif;"' the traditional 
ser\ ife of iiasoliiic, oil and other 
trolenm |)ro(luets and accc-Mnie.-. 
l)a\is noted that the new renter was 
designed partienlarly to a|)i)eal to the 
female as well as tlie male motorist 
and slio|)|)er. keeping in niiiul their 
\aried sh(>|)]iiiiji re(|uireinents. 

The frrM of the Gulf Oil .Minute 
>ho|)|)prs o|)ene(l in Houston earl\ 
this year. Last month the .-eeond 
Minute ?ho|)|)er opened in Forest 
Park, a suhurh of \tlanta. I'nlike 
the traditional one huilding station, 
the new o|)eration po-.-esses three 
se|)arate -ales jioints: a |)uin|) island 
unit, a ser\ iee hnildinjr an da snp|)le- 
rnentary inland. 

KeeentK. Mobil Oil and Interstate 
\ ending Cm. entered into a \ entnre 
to give automated food .-i-r\ iee at .sc\-- 
eral .Mohil service stations. Installa- 
tions aic heing set uj) in the I'ast. the 
.\lidwe<t and the West. Mohil 
IS also testing an unusual ear re|)air 
renter near C^anideii. \. J. which is 
using a hatterv of electronir testing 
equi|)meiit to diagnose the condition 
of a rar in 1 I minutes. Vhout 61 
different re|)airs will he offered in the 
new ser\ ice. 

To keep ahead of one's rorn|K'titor 
in the service station husiness. tlie 
eni|)hasis ap|)ears to he on |)ro\iding 
as much serv ire as |)Ossihle, notahlv 
ill |)ro\ iding those little nirities. 
those little extras, whieli make rns- 
toniers want to return again and 
again. A luimher of advertising lead- 
ers in the oil industry indicated to 
SPONSOR how ini|iortant it Mas to 
sell eourtesv and extra services at 
gas stations. They said that a por- 
tion of their broadcast rojiv this fall 
and winter would |)lace s|)ecial em- 
phasis on the ini|)ortanee of extra 
courtesies and how this is best ex- 
emplified at their res|>ective stations. 

Not all service station men liow- 
ever feel as did the Xew Yorker who 
recently displayed this sign: 'A\'e col- 
lect taxes — federal, state and local. 
Vi e also sell gasoline as a sideline. ' 

There is one Gulf Oil dealer, for 



example, who gives a halloon to e\ei \ 
child \\\\i> comes into his ser\ iee sta- 
tion and takes children to school 
when the family eai- lias troiihle. 1 le 
also lends a customer a car while 
their car is .scivici'd or re|)laces a 
vxornmit kev holder v\lien neeessaiv. 
A dealer in a ncarhv eonininnity 
gi\es a can of sanerkiant with each 
A'olkswagen tnnen|). a jar of l-"reneh 
dressing for v\oik on a I' rcneli rar 
and a can of .s|)aglietti for work on 
Italian ears all this to |)nldici/e his 
ft)reigii car service. 

A SCI \ ire fre(|uentlv overlooked, 
hut rated a must l)\ one ."^oiitli Gar- 
olina dealer is rherking the level of 
v\ iiidsliield wi|ier concentrate. The 
industry also |)oints with jiridc to the 
dealer in Oregon who alwavs jints 
a clean (doth inside eacli huh ca]), to 
he Used for kneeling or cleaning the 
hands ill rase of a highwav flat. Then 
there's the Galifornia dealer wlio 
vaeiiums the luggage roiupartnient 
as part of pump island servire. 

Kest room extras that go o\ er hig 
are rliildrcn's toilet seats, elertric 
hahv -hottle warmers, razor hlades and 
slia\ing cream. \\'ear\- and lost 
travelers who sto|) at certain stations 
recei\e niajis |)rinted on tlie hack of 
dealers' husiness cards showing near- 
h\ roads in relation tt> the ser\ire 
station. Other dealers keep their 
|)orkets filled with \a\\c cap rejilare- 
luents for ears that roll in ra|)less. 

Also, Gities Service Oil is intnidnc- 
ing automated travel linrraus at kev 
ser\ ire station lorations on the Xew 
Jersey Turn|)ike. ('.ardeii State I'ark- 
wa\ and .New York State Thruwav. 
The heart of the "ridjot" touring ren- 
ter is an electronic device called the 
Dirertoiiiat which issues |)riiited trav- 
el in format imi at the |)usli of a hnt- 
toii. I'arh machine features the 120 
questions most fre(|uentlv asked hv 
motorists Using the s|)eeifir servire 
station iin oKcd. and 120 corrcspoiid- 
inglv niimhered selector hiittons. Said 
John I). King. e.xeeiiti\ e \ .|).. Gities 
>erv ire Oil: ■'Anvoiie who has tried 
to thread his wa\- through the trafllc 
of .Manhattan Island, for exain|)lc. on 
the hasis of oral directions can a|)|)re- 
riate what a hooii it is to have such 
a written guide to follow on the tri|)." 

More |)romotioii-min(led than e\ er. 
main oil coiii|ianie< are offering self- 
liquidating |iremiiim<. In nnmerou* 
instances, there is national ad\prtis- 
ing to hack up the local |n'oinotional 
cain|)aigns. Xnioiig the chief user-i of 



|)i<'ininins in the hatth- for the iiiotoi 
isl's attention is 'I exaco whic h lia- 
(dTcred a wide assoi iniciit r.iii;jiii" 
from iireeisimi liarometci s to I'ex.o . 
to\ tank trucks and tankers. 

I'riee \\ars have had sigiiilic-.int el- 
fects on recent |)rofits of tin- major 
oil c-oin|)aiiies. Hiit llieic- is li()|)c nl 
im|)i ov emciil in coining months, ac 
cording to oil coin|)an\ exec-nti\ i -. 
Meanwhile, the petrolemii iiidu-ti\. 
which has no intc-ntion of lieeomiiig 
toiiiorrov\'s l)ugg\ v\lii|). i- hip clec|i 
ill |irojects (le-igiied to make new and 
im|>ortant use of oil iiiatc-rials. In n 
numher of u|)coming \ idco cominer- 
cials. some c)f the iiidustrv's |)ieseiit 
ex|)erinients will he sho\Mi |(, th,. 
\ie\\ing |)uhlic. \ idco will ic\c-al 
Ikiv\ oil c-(>in|)anies are ex|)aiidiiig 
their letail marketing operations, en- 
tering the |)lastics inaiiufacturing 
liusiiiess. aiding in signific-aiit agri- 
cultural endea\ ors, hnilding oil-fiied 
snow meltcr- and other de\ ices foi 
the ronsuni|)tioii of oil energ\. \\ hat 
this means, of convse. is that ulti- 
mately the hroadcast medium will he 
one of the first to |)rofit from all 
these di\ ei sificatioiis. arcorcling to 
leader" in the oil indiistrv. ^ 
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FOUR 
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Roymond E. Corow 
General Monager 



wjhg-tv 

1CH.7-PANAMA CITY| 
FIA 



366,000 
TV HOMES 

• ARB. Nov. 61 
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TRADING STAMPS 

tCoriliriuciI from paiic 81) 

iii^liHilioiKil and averages 50 radio 
])ef w eek ( initiiimiiii I on as 
many as fimr slaliDiis ])er iiiaiket. 

Its \ertical eain])ai<;ii. on llie otlicr 
liaml. targets radio saturations to 
])liig openings of new red(>ni])ll()n 
( enters, promote- lagging stores and 
often whole shopping centers, and 
promotes especiailv its new eata- 
hjgnes. issiieil e\ery 12 to 13 inoiitlis. 
For these earni)aigns. as many as 100 
radio >]>ot> per week, per station, are 
used. 

Triple-S is liea\ iest in radio dur- 
ing January and Fel)ruary. when 
nio.-t honse\\i\es have redeemed tlieir 
stamps for Cliristnias gifts and are 
starting in all over again. j\ Sep- 
tember satui'ation comes next, when 
inteicst lo>.t over the slimmer is 
keyed ri]) again, and saving for Christ- 
mas gifts is the prime eopv message. 

Sixty seconds in length, mo>t of 
tlie Tri])le-S spot^. are 10 sei onds on 
tape w itli a 2()-seeon(i live tag. Wher- 
ever possible, and vvlierever the eom- 
parn (]ualiftcs for it, it seeks the lo- 
cal rate. 'rri])le-S now has trading 
stamp trade-out arrangements witli 
from .'50 to 10 .-tations. 

Discussing his companv's radio 
schednles, \\ iiliain I'ark, 'rri]jle-S',s 
president as w ell as \ ire ])resident of 
the Grand I ni(ui store, sajs: "\ot 
only do we hit the consumer with 
radio, we can also be beard more 
often by our own retail customers. 
\rul of ( onrse radio and tv adver- 
tising works for stamp eompanies 
just as it does for any other eonsiiui- 
er advcitiser. In our broadcast ad- 
vertising we eni])hasize the advan- 
tages of our ])ro(lut t. tin; eonveni- 
etice of rcdetn])tion centers and our 
group savings ])lan. liroadca^ting is 
a natural for us." 

With its relatively modest budget. 
I'riple-S is nnieh less active in tele- 
vision than radio. When it does un- 
dcttake a t\ eam])aign. however, it 
sticks to three rigid (]ualirieations : 
to]) station in the market: prime 
time only: highly rated adjacencies. 
ISelieving that a well-kitovMi person- 
ality is important to a trading stamp, 
especially in television. Prljtle-S cur- 
rciith is Using movie aeticss Joan 
lietnictt In its tv eomniei cials, ,\s 
^^ith Soil's Dinah Shore. Miss 15cn- 
nctt .serves as 'rri])le-.S's '"hosiiitality 
svmbol" for the vear. 



jAlthough seived In a national 
agency (Kastor. Hilton. Chcsley. Clif- 
ford & Atherton. \ew York I . Trijile- 
S does much of Its S])ot scheduling 
on a field-work basis. The agency 
role, especiailv for the incdium-to- 
smaller stamp companies, is less de- 
finitive than with most advcitisers. 

"Agencies move much too slowly 
when it conies to buying radio and 
television. sa\s Cold ISond's Carl- 
son. Cold liond. even with a major 
ageney like AIcCann-Krickson, does 
most of its radio and television buy- 
ing locally, and -through dealers — 
at local rates, 'lire agency is used 
jn'iniarily for institutioiuil ads in con- 
sumer magazines. 

The toj) si)ot t\ Users in 1961 were 
S&ll. .S3.V;.6;iO; Top Value. $207,- 
.j.iO: King Koni. $r>2.2r>0; and Gold 
IJond, $.36. l.iO. Observers hasten to 
])oint out tliat Plaid stamps was not 
in the running until January of this 
vear, and that S&H. while the lead- 
ing spot advertiser, was concentrat- 
ing in the main on The Dinah Shore 
SIiow. nucleus of it.s 1961 cani])aign. 
In comparison, 1962 is already a 
marathon )ear. 

The ])hcnomenal growth of the 
trading stamj) industry in the ])ast 
decade is rivaled only bv disccnmt 
honscs. Trading stamjjs. fir.st intro- 
duced in 1!!02 (in a Milwaukee de- 
])artinent stoiel. today are being col- 
lected and saved by 10 million AnuT- 
ican families TT""? of V. S. liouse- 
holds. 

Trading Stamp Institute savs some 
2-')O,()00 retailers in businesses rang- 
ing from gas stations to dry cleaners, 
and even banks. ])urchasc(l more than 
$7.iO million w orth of slam])s in 1961. 
.Supermarkets are .still the largest 
distributors of slami)s. accounting 
for 60'( of the industry's \ohinie. 
Gasoline stations are the next larg- 
est, with depai-tmeni stores, variety 
stores and other retailers in the dis- 
tribution ranks behind. In recent 
vears. even industries have uruler- 
taken established stam]i i)lans as a 
stimnlani for sales foj-ces. safety pro- 
grams, cinplovec suggestions. SU])- 
pliers. and jjurdiasers. 

It was just about eight vcar.s ago 
that the boom in #lam])s really be- 
gan. Starting in the Midwest and 
s])rcading rapidly to all parts of the 
cormtrv, bv 1961 the $7')0 million in 
stamp sales accounted U)r IT*^.' of 
total retail sales, as against $2 mil- 



lion, or ,1 10 of 1' ; in 19.31, and .S38 
million, or l'~r. in 19.51. S&H Green 
slami)s' sales last year alone amount- 
ed to about $300 million. 

The IJihle is the only book found 
in more homes in the United States 
than the stam]i sav ing book. 

\\ here are the collectors of these 
stamps':' According to Hcnsen & 
Bensen, Inc.. market. o]jinion and 
consumer research firm. lo.2 million 
of them are in the East, 10. 1 uiilllon 
in the Midwest. 6..) million in the 
West, and .5.9 millicni in the southern 
central region. And they range in 
age from 20 to 3 1 in 7.2 million 
homes. 3.5 to 19 in 16.S million 
homes. 50 plus in 10.1 million homes. 

A 2.5/0 basis is v\hat most staiiij) 
plans operate on. v\hich means that 
the shopper accumulates 2' w orth 
of i)urchasing power fre]iresenled by 
10 siami)sl for every dollar she 
spends. Hooks hold from 1.200 to 
1.500 stamps. The filled hook, there- 
fore, is worth on the average from 
.'^2.50 to S3.00 in exchange value to- 
ward a ])reniimii. 

Kli M. Strassncr. ])resident of the 
Trading Slam]) Institute as well as 
]iresident of the Eagle SlamjJ Co. of 
St. Louis, believe? the cnrrent trend 
is to higher ])riced items. 

"llieres a greater demand by 
trading stamj) savers. ' he savs. "for 
items that retjnire as high as 153 
books of stamps, such as a ualion- 
ally-kiiovMi automatic washer-dryer 
unit which retails for $469.95.'' 

.Minost anv thing is grist for the 
siani]) saver's mill today. With ]icr- 
severance and an\ where from five to 
500 year-s. a housewife can give her 
familv a i)iece of fragile Irish Bal- 
leck china, a handsome African eh- 
onv elephant, a grand lour of Europe 
1 235 booksl. or an air]ilane. In 
grou]) savings programs, it took 16 
months of work and five million 
trading stamps, but the Si. 'fliomas 
the A])oslle sdiool. in Old Rridge. 
i\. J., has a brand new 62-paPsenger 
school bus valued al $!!,000. ' A 
priest's reclorv in Pliiladel])hia was 
com])lclely furnished bv slanij) book? 
collccled from throughout his ])arisli. 

Suinmil '-lani])s' liarnick estimates 
the grocer's gross markup to be be- 
tween 1 7-10*^1, his inventory turns 
averaging 1!! ])er vear fas opposed 
ti) drug stores, dry goods, and oth- 
ers, whose gross markup is around 
■W t , inventory turns only about 
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tlirci' liiiu'> ;i u-ai ). "Slaiii|) |>l;iii>."' 
lie t-a_\^. "iiii' caijiil'lf of t raiisfonu- 
iiip ii SI 0.(M)()-|)(>r-\\eck proceiy store 
into ;i Si l-t()-Sli'!.0()() per week op- 
erntioii.' Some staiii|) coiii|)aiiic~ 
(>stiniate that AXl', since taking on 
the I'laid ijrojirani. has added 20 to 
3()'"e to its luisiiiess in sonie stores. 

Where will it all end? Aecordiiip 
to William Park, "The only thiiip 
that could ])ossililv sto|) the risinf; 
trend of trading «taiii|) growth would 
he some ])Ow(>rfid anti-stnm|> legisla- 
tion.' 

At present, there is no sueli legis- 
lation iHMidiiig. And althongh most 
.'■tani|) coiii|)anies eoiicur that none is 
foreseeahle. the anti-stam|) lohhy in 
Washington, made of mercdiants 
who do not siihsei ihe to ?.tani|) |)lans, 
could introduce it at any time. In 
the |)ast. such legislation has hceii 
|)roposed. and often, hut has never 
dented the stani]) hiisine-.s as such. 

Certainly the giants have no inten- 
tion of calming down. I'laid helieves 
it will eciual or i)ass S&ll's .S30() mil- 
lion sales figure hy the end of 1961. 
The Trading Stani]) Institute itself i.s 
eoiisideriiig the cstahlislimeiit of a 
regular advertising liudget of its own, 
to enhance e\eii further the national 
consumer acee|itaiice of stam|)s. And 
although Ihnian Ifeiniowitz. execu- 
tive secretary of TSL\. cannot at 
present estimate the amouiit.s in- 
vohed. he savs that radio 'television 
undoi]l)te<lly will he used for this 
overall institutional |)u-:h. ^ 

SPOTTING A PRO 

[Continued from pnpi' ?>Ci) 

himself awa\ hy his lack of knowl- 
edge of the "lingo'" (terms of talk- 
ing tradic time. co\erage. etc.). 
And there are tlio.-e who claim that 
witi] the thorough timelii]\ing trainee 
programs lieiiig carried ont in a 
nuniher of the larger ad agencies, 
most of the hnxeis have a couvei- 
saiit awareness of tli(> "lingo." 

On due |)oiiit. however, the agree- 
ment is almost unanimous. The 
point; a sure sign of an amateur is 
his way of talking numhers and. in 
many instances, hiding heliind them 
in making a decision. He is also 
marked hy his reluctance to >tick his 
neek out. to use his native intelli- 
gence and take a risk on the '"ijull- 
ing" |)ower of a new and therefore 
unrated .show, preferring to hide he- 
hind |)roof of audience. 

Many reps feel that an amateur 



can he ticketed almost imiiiediatch 
I>\ his refusal to discuss in detail 
\\li\ a |)articular station-hiiy was 
turocd down. He is a|>t to shilT it 
oil ni('r(>h as "I got a hetter hn\'" 
and let it go at that. 

An amateur is one who has litlle 
more than a nodding ae(|naintariee 
with a rale card and gi\es him- 
self a\\a\ h\ increh aski)ig fcjr rates 
instead of prohing farther, search- 
ing (Hit a lielter |)ackage deal. \n 
aiuateur, the re|)s tell us, is also one 
who has little imdci'standiiig of a 
particular in(>dia situation in a gl\en 
market, lor e\a]ii|)le: i-ound ahout 
uii(l-Se|)teiiihei he is a|)t to re(|uest 
a |)iime time eani|)nign schedule in 
a to|) market for Oetoher. He is un- 
aware that these |)rograi]is must he 
worked ont well in ad\ai)ce in |)rime 
areas. 

Other signs of the amateur: 

1. He has no a|)|)reciation of the 
station's |)iihlic service, editorial 
stands, eoinmunit}- responsihiliiy. as 
related to sjiousor acc(>|)taiice. 

2. He assumes that all news ser\- 
ic(>s are ahout the same. 

3. He cares little if the station is 
loud or raucous as long as it ])ro- 



(liu fs miiiihcis that a|>|)ear in the rat- 
ing hooks. 

1. He assumes tiiat all jiersdiiali- 
tics arc nirl\ l)Js and rccoid spin- 
ners, fa( clc-s voices mi'aii little 

in I he ccjimnimitN . 

.). lie does nut care to he holli- 
cicd ahout ethnic or ii-ligioiis didcr- 
ences which might adlict |>rodiii t 
sales. 

(). He is willing to settle for the 
most for the iiionev. no mailer what 
other considerations may alTerl th<' 
success of a cam|)aig]i. 

7. He insists on using oiiU the 
rating service aece|)tcd h\ his ageii- 
c\ . 

i!. He sim|)l\ takes the |)ositioii. 
"this is what 1 l]a\(> hecn told to 
hu\ ." 

9, He takes |li(> posiiiuii that 
s|)oits |)rogranis arc not '■(•(heienl " 
ill audience deli\i>r\. and are too 
limited in a|)|)eal. He also docs not 
renli/e the effect weather conditions 
may have on marketing prohlenis. 

10. He helie\es that oiiK the ICT 
jingle or the canned coiimiercial 
should he used to get the greatest 
tonnage of audience he s afraid to 
risk li\c sell. ^ 





..to the adult KFMB RADIO audience! Big 
audience, attentive listenership close the sale 
for you. Pulse and Nielsen say KFMB has more 
adult listeners than any other station in the 
better part of Southern California. 



KFMB 
RADIO 

SAN DIEGO 



Symbol of 

Service 380 MADISON AVENUE • NEW YORK 17. NEW YORK 
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Advertisers 



Four Star syndication 

(Continued from Sponsor Week) 

of negotiation. 

Four Star had not yet decided 
which of its titles would be released 
first for syndication. 

The backlog includes Richard Dia- 



mond, Hey Jeannie, Zane Grey, 
Black Saddle, David Niven, June 
Allyson, Plainsman, Detectives, 
Johnny Ringo, Westerner, Law and 
Mr. Jones, Peter Loves Mary, Tom 
Ewell, Willie Dante, Gertrude Berg, 
Stagecoast West, Stage Seven, Dick 
Powell, and Corruptors. 



Come next month General Mills will 
hit grocers' shelves from coast to 
coast with three new cake mix-frost- 
ing products. 

The new items are extensions of 
the Betty Crocker French Vanilla 
line. 

Campaign on behalf of the new 
additions begins on 6 August with 
network daytime tv the mainstay. 

Agency is Needham, Louis & 
Brorby. 

Kudos: Victor Holt, Jr. executive vice 
president of Goodyear Tire & Rub- 
ber was re-elected chairman of the 




SILVER DOLLARS— 540 of them *ere ihe prize in KNOE, Monroe 
contest celebrating switch to 540 Ice. (L-r): gen. mgr. Edd Routt, 
Don Smith, winner D. C. Smith, station owner James A. Noe 





FINISHING TOUCHES applied to posters tor another year of "The 
Cadillac Hour" on KPEN, San Francisco, by Cadillac div. mgr. Elmer 
Hubacher (I), stn. gen. mgrs. James Gabber (c), Gary Gielow 

AFFILIATION between ABC Radio and WHAM, Rochester, 
brought top brass signing. Seated: network pres. Robert Pauley (I), 
stn. pres. William Rust, Jr. Standing (l-r): stn. mgr. Arthur Kelly, 
ABC v.p. William Rafael, stn. operations mgr. W. Robert McKinsey 



BELL RINGER Chet Huntley (r) accepts the annual Gold Liberty 
Bell Award from Murray Arnold (I), pres. of the Tv-Radio Ad Cljb of 
Philadelphia (I) and WRCV (AM & TV) gen. mgr. Raymond Welpott 
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board of the Auto Industries High- 
way Safety Committee . . . Piedmont 
Natural Gas Co. was honored with 
a testimonial dinner by executives 
of WSOC-TV, Charlotte for being the 
longest continuing advertisers on 
the station. 

PEOPLE ON THE MOVE: Evan Wil- 
liam Mandel to vice president and 
assistant to the president on mar- 
keting and J. Jay Hodupp to the new- 
ly-created position of vice president- 
merchandising at Revlon . . . Hum- 
phrey Sullivan to associate public 
relations director of Lever Brothers 
. . . Norman W. Rau to cereals ad- 
vertising manager of the Ralston di- 



vision of Ralston Purina . . . John 
Ludden, Jr. to sales manager of 
American Cyanamid, pigments divi- 
sion . . . Walter H. Turner to area 
sales manager for special products 
in the southwestern division and 
Wallace L. Hughey to division super- 
visor for sales of heat-processed 
products in the southwest at Camp- 
bell Soup Company . . . Stanley I. 
Clark has retired as vice president 
of Sterling Drug and executive vice 
president of the Glenbrook Labora- 
tories division . . . Herbert S. Lauf- 
man to director of advertising and 
Jack K. Lipson to director of adver- 
tising services at Helene Curtis . . . 
Samuel W. Verner to manager, ad- 



vertising and market development 
for U.S. Steel's National Tube divi- 
sion. 

Agencies 

The departure of Lestoil from 
Sackel-Jackson in search of a New 
York agency has resulted in a merger 
of the Boston firm with Parsons, 
Friedmann & Central. 

Among the executives following 
Sol Sackel: Ralph Schiff, executive 
v.p.; Thomas Healy, v.p. and art di- 
rector; Gerald Baker, v.p. and ac- 
count supervisor; Howard Doyle, cre- 
ative director 

Sackel will be chairman of the 




OUTDOOR SPECTACULAR— One of several 
signs In the WNEW. New York, "These Names 
Make News" drive which names stn. commen- 
tators and has news timing device which flashes 

BON VOYAGE was had by WKMH. Detroit, 
personality Robin Seymour, seen here as he de- 
parted with 46 listeners for three weeks In 
Hawaii, bonus of Northwest Orient promotion 




QUITE A QUANDARY faces WLBW-TV. Miami, general manager Tom Weisiead. The problem is w hich girl Will be named channel lO's Miss 
Sunny. All the girls are finalists in the station's month-long search for a girl to represent It for the neit year. Contest climaxes with telecast 
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executive committee and Robert 
Friedmann will continue as presi- 
dent of the enlarged organization. 

Moss/ Graff /Associates has formed a 
new tv marketing and sales division. 

The new department will function 
as consultant to independent tv pro- 
ducers, packagers and syndicators, 
helping them with their advertising, 
sales and distribution problems. 

E. Johnny Graff, former president 
of WNTA Broadcasting, presently 



executive vice president of the agen- 
cy, will head up the new division 
which is located at 415 Lexington 
Avenue, New York. 

It would seem that the emphasis 
on electronic aids in agency work 
is very much an international affair. 

Word from Japan is that Dentsu, 
a leading agency, boasts "three new 
machines useful for research." They 
are; 

1). a Video-meter that records tv 




YOU'RE ONLY 

HALF-COVERED 

IK KEBRASKA 



IF YOU DOK'T USE 
KOLK-TV/KGIK-TV! 




■■■■■■■■BP 

■Kb*" 



AVERAGE HOMES 
MONDAY THROUGH SUNDAY 

March, 1962 ARB 10:00 P.M. 

KOIN-TV KCIN-TV 69,200 

Omaha "A" 59,100 

Omaha "B" 52,700 

Omaha "C" 42,200 



. . . covering a bigger, 
better Lincoln -Land 



If yoii want more tli:iii a "partial'' TV jol) 
ill Nciirai-ka, you've sot lo rracli I.iiii-iilii. 
Land. Mi^s tlii.s l)i|;. rich 'r\' iiiarki't ami 
\nii miss iiinrc than half tlio Itiiyiii^ |M)\vrr 
of tin* iMiliro stat(\ 

l/nii-oln-l,aiiil now ranks as the nation's 
r6//i lar^rst inarlirt*, hased on the iiiiiii- 
Iter of ']'\' lioiiies eo\erei] Ity th(* market's 
to|i station. The 2fl.>.j00 hoiiies delivered 
l>y Lineohi-l-aiul's K(»1,X-T\" K(;i>-TV 
are essential foraii\ ad\ ertiser \% liosi* sah's 
|iro;^rani is directed to the nation's major 
Ilia rkettf. 

Avcrvdviiodel eati fill in other details 
on KOIA-TV^KCI.VTV — the Official 
Itasie CMS Outlet for most of iS'ehraska 
and Xortheiii Kansas. 



KOLN-TV KGIN-TV\ 



CHANNII 10 • JU.OOO WtTTl 

1000 n. town 



CNANNtl 11 • JIt.OOO W«tn 
I06« n. TOWER 



covins IINCOIN.IANO — NEBRASKA'S OTHEB BIG MARKfl 
Av#,y.lffiorf#f, Int., f «cfwllv* Noliono/ R#pr#i#nfof)w» 



rating autoriidtically and calculation 
is "so quick that it requires only 30 
minutes as compared to the two 
weeks necessary for Nielsen's PCS." 

2) . an automatic data collecting 
machine which can classify the data 
for the period of one week to each 
household only in 51 seconds. 

3) . a computer which tabulates the 
tapes classified by the automatic 
data collecting machine. 

Agency appointments; The I. J. Grass 
Noodle Co. to Geyer, Morey, Ballard 
Chicago effective 1 August . . . The 
Shakespeare Co. of Kalamazoo, 
Michigan to MacManus, John & 
Adams for their recently established 
Golf division . . . Jae Sales, New 
York furniture dealer, to Metlis & 
Lebow . . . Lowell Toy Manufactur- 
ing Corp. to The G. T. Stanley Com- 
pany of New York. 

New quarters: The Kansas City office 
of Campbell-Ewald is now estab- 
lished at Suite 802, Traders National 
Bank Building, 1125 Grand Avenue. 
Phone: Harrison 1-6898. 

PEOPLE ON THE MOVE: Henry P. 
Stewart, Jr. to account executive at 
Fuller & Smith & Ross . . . Richard 
G. Williams to account executive on 
the Standard of Indiana and Amer- 
ican Oil Company accounts at Mac- 
Manus, John & Adams . . . John A. 
Miller to account executive at Riedl 
and Freede . . . Carson J. Morris to 
director of marketing services for all 
media, research and marketing ac- 
tivities at Campbell-Mithun Chicago 
. . . John E. Breckshot to account 
supervisor on the Gibson Refrigera- 
tion account at Creative Group, Ap- 
pleton . . . Joyce E. Johnson to as- 
sistant radio and tv director in Chi- 
cago and Rhoda Schachne to the 
same post in New York office of 
Powell, Schoenbrod and Hall . . . 
Daphne King to the copy depart- 
ment of Norman, Craig & Kummel 
. . . Thomas J. Mack to director of 
radio and tv and Dudley Suave to as- 
sistant director of radio and tv at 
Allen & Reynolds, Omaha . . . George 
W. Bamberger to member of the 
board at Tatham-Laird. 

( /'/('«.«■ turn lo pas^r r>9) 
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What's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



The FCC took first steps piirsiuint to its ii<*t\^'<>rk nii<l iiiiiltiple o\^iiorHliip 
titiulies, niitl the Jiistiee Department took its first tlyer into iv for a h)n<j time. 
Justice and FCC both have many more strlnjis in their hows. 

The KCC proposed opening up network eontraets wilh atliliates to pnhlie inspec- 
tion, and also proposed a very minor tiphteninp in the multiple ownership rules. Jnstiee 
hit at giant talent agency, tv fdiii program ])r()ducer and owner of controlling interest 

in Decca Records and subsidiary Universal Pictures. 

Ignoring MCA's stated plan to divest its talent representation activities. Justice asked 
the courts to order divestiture. The courts were also asketl to order the spinning off of 
Decca and Universal, and to declare certain clauses in talent representation contracts illegal. 

The complaint involving MCA recalls uncomfortably the fact that Justice has 
been probing many network practices, ineliiding option time and network produc- 
tion of programs. Some features of the MCA comphiint at least give ground for specula- 
tion that Justice may object in the courts at least to the latter network practice. 

The FCC has proposed widening the geographical spread between stations under 
common ownership, though if the rules are adopted they will not apply to stations already 
owned. They would apply when new stations are constructed, or when existing stations are 
sold. 

The commission is, of course, considering radical changes in the multiple owner- 
ship rules, \vith suggestions ranging from severe cuts in the number of stations a single 
company can own. The current proposal sheds no light on further action along these lines, 
if any. 

The networks and others interested have until .\ugust 20 to submit arguments 
on whether network contracts with afifdiates should be made public or not. The networks hav« 
bitterly opposed any such idea, as involving confidential business information. 



Hearings on various proposals to loosen or eliminate the political equal time 
recjuirements of Sec. 315 ended with any and all action very much in doubt. FCC 
testimony, delivered by chairman Newton Minow, to the effect that the situation 
would be difficult to control imder the fairness doctrine — which would remain — 
wasn't calculated to help. 

The requested suspension of 315 for Senate, House and Governorship races in 
1962 only, which seemed a modest compromise as the hearings got under way, now 
would appear a major legislative triumph if accomplished. Suspension for presiden- 
tial and vice presidential candidates in 1964 seems to be a pretty sure bet, though not neces- 
sarily this year. Repeal seems so impossible that it isn't being considered any longer. 



Sen. Warren jVIagniison (D., Wash.), chairman of the full Senate Commerce 
Committee, appears to have won a battle unnoted and unheralded. 

Appearing at the equal time hearings, .\linow revealed that the FCC hasn't been mon- 
itoring stations for such things as equal time violations and programing practices. 

The FCC got money for monitoring, almost over Magnuson's dead body, .\lagnuson had 

(Please turn to page 57) 
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With souped up emphasis on the cosmetic industry in Chicago — Alberto-Cul- 
ver and Ilelene Curtis spending multi spot tv dollars for new product introduction 
— Michigan Avenue cognoscenti are looking for a big splurge -when P&G's new 
shampoo is ready to go national. 

The dandruff-treatment item, now called Head and Shoulder, is tv testing in about 
five assorted markets via Tathani-Laird Chicago. Tatham is the agency that got Mr. 
Clean off the ground after about two years of test marketing. 

Since the average test for P&G products, however, is about one year, and it was last Sep- 
tember that Head and Shoulders started, the shampoo could conceivably gear up for this 
season's spot buying. But, as yet, no rumbles from the agency. 

Tliere's an interesting gimmick in tlie massive radio schedules which start to- 
day for Kellogg (Burnett) in lots of markets. 

The twist: Homer and Jetliro country music commercials! There are about 25 
different spots on the transcription, to be rotated and in some markets budgets go as high 
as $45,000. (In some areas it's a multi-station affair.) 

The buy was made under the general product category "cereals," in keeping with the 
Kellogg tradition, not unlike P&G, of veiling its media strategy in an aura of secrecy. 

Radio and tv reps alike are now liasking in the warmth of a weighty order from 
the second giant anti-freeze account this month. 

Doing the big bidding: Union Carbide's Prestone out of Esty. For radio the play 
amounts to multi-station buys in 150 or more markets starting September-October (de- 
pending on the market) for about eight weeks. Spot tv's take will be a good deal lighter 
because of Prestone's substantial stake in network tv but schedules are significant. 

Prestone's prime competitor Zcrex (Da Pout) startetl stirring in tv spot a few weeks 
ago (See SPOT-SCOPE, 2 July) but has yet to make its annual rush for spot radio. 

Huyers for Prestone are Jack Fennel] and Hal Simpson. 

For details of last week's spot activity, see items below. 



American Home Products is buying for a fall campaign on behalf of Woolite. The order 
is for daytime and fringe minutes and schedules will run from 17 Septem^ber for 11 weeks. 
Agency is Cunningham & Walsh. 

Kayser-Roth is back on the buying line for its elastic stocking Supp-Hose. The campaign 
has a start date of 1 October and is set to continue for eight weeks. Time segments: day- 
time CO's, prime and fringe 20's. Tlie agency is Daniel & Charles. 

United States Plywood Corp, is seeking daytime and early evening minutes to promote its 
Presto Set Glue. The campaign will run for eight weeks in flights, with the start dates 20 
August, 17 Sei)tember and 22 October. The buying's being done out of Kenyon & Eckhardt. 

Standard Brands is lining up markets for Instant Chase and Sanborn with schedules to start 
September. It's a 12-week push and several markets are involved. Time segments: minutes, 
20's and l.D.'s. Agency: J. Walter Tliouipson. 



SPOT TV BUYS 
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SPOT-SCOPE continued 



Aiiierienii IiilcriiiilioiKil Developnioiii (^orp., Herkeley. Calif., follo^\ing a test of ^|)ot t^ 
in San Francisco, is going into several we>terii niarkctj. to [)r()ni()to a lu'w clcclronir- amus-e- 
ment dev ice for children called '"Gabl)) I'arrott." National distribution is planned for earl> 
1%3. The agency is George P. Taylor Advertising of San Francisco. 

SPOT RADIO BUYS 

Kellogg starts today ^\itli schedules in a host of niarkels on helialf of its cereals. Its a ten- 
week campaign and in some cases is a multi-station hny. The order was jilaced ^ ia Feo Hnr- 
nett Chicago and the buyer is Ken Fddy. 

General iMiTls is placing radio schedules for Bett) Crocker layer cakes and frosting mixes in 
addition to the t^- order reported here last week. There are se\ cral markets slated for sched- 
ules in the fourteen-week campaign which gets underway in early August. Agency : Needham, 
F(niis & Hrorhy. l?uyer: John Stetson. 



WASHINGTON WEEK iCominuol lro,n page 55) 

called for FCC checkups on what stations had been doing along programing lines, but when 
previous FCC chairman Frederick Ford asked for money lo monitor, iSIagnuson 
feared siieh aelioiis might lead lo eensorsliij). 

Ford got half of wliat lie asked for the purpose, despite Magnuson's opposition. If 
lMino^^•'s testimony is taken at face value, the aeliviiy has heen slopped. 

IVBC Washington eonnsel Howard Monderer lold a HoHse suheominiltee lhal 
eensorship of Iv programs hy niimieipalilies woidd destroy nel^vork?. 

The House D. C. subcommittee is considering bills that would outlaw in D. C. between 
the hours of 4-8 P.M. programs emphasizing sex, crime, violence. The very theory is that 
if the nation's eapilal lakes this step, other eoniiminiiies will eerlainly follow. 

\^^IAL AM-F^I-TV general manager Frederick Houwink pointed out, as did Monderer, 
that broadcasting doesn't respect state lines. He received an invitation from Kep. Joel 
Broyhill (D., Va.) — if the hill passes — lo move his D. C. stations lo Broyhill's 
siihurhaii Virginia disiriel. ^vliere the stations could cover the citv just as ^vell ^vithoiit 
being subject to the censorship law. 

Monderer said if loeal stations had to supply their own diverse eensorship laws 
to tv programs and lo radio, the national and regional eharaeler of the niedia "would 
he destroyed . . . making unworkable any national system of broadcasting." 

He said Congress intended lhal hroadcasling should he regulated on a national 
hasis and that the courts ha^e held states are barred from passing censorship laws affecting 
broadcasting because of this Congressional intent. 

Broyhill. after making his oflfer to Houwink — and presumably to all other D. C. broad- 
casters — said he ^vould vote against the bills. 

The bills also would set up a "classification ' system for motion pictures and live per- 
formances, and fihu industry witnesses allaeked the measures on euuslilulional 
grounds. 

A parade of witnesses last month pleaded for passage of the bills, and another long list 
will appear for the same reason when the hearings are resumed, probably in a ^veek or two. 
These witnesses represent churches, civic groups and women's clubs, and the women's Chris- 
tian Temperance Union is also slated to appear. 

Tlie D. C. eonimissioners, who would have lo administer any law lhal might 
he passed, don't waul any pari of the hills. 
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A round-up of trade talk, 
trends and tips for admen 
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23 JULY 1962 It Mas no novel experience for BBDO ^lien last Meek the agency, after working 

copyrioM 1962 »[) the pitch, found Campbell Soup's first big splash in network tv davtiinc (S2.5- 
spoNSOR 3 million) Minding np under the wing of Nee<lliani, Lonis & Brorby. 
PUBLICATIONS INC. Bark in 1952 BBDO was solely responsible for selling General Electrie on the idea of 

sponsoring Bing Crosby on CBS Radio (the eamjiaign involved around §5 million), but 
when it rame to assigning the agency of rerord the nod went to Young & Riihicam. 

Still another incident, this one dating back to 1943-44: BBDO delivered Frank Si- 
natra to sell the (short-livcil) Vimm vitamin tablet, bnt I>ever turned the pro- 
gram's production over to J. Walter Thompson. 

Word drifted up from Wall Street last Meek that the 20th Century Fox bankers 
had decide<l not to offer the presidency of the stiulio to CBS TV's James Auljrey. 

The Aubrey name was bandied around the financial pages when the bankers several 
ueeks ago girded to displace Spyros Skonras as 20th Century boss. 

iNB(] T\' evidently has become the farm system, or breeding ground, for CBS 
TV's galaxy of vice-presidents. 

For corroboration of this note this roster of CBS TV v.p.s, every one of whom came out 
of NBC: 

NAME TITLE AT CBS TV 

Alan Courtney V.P. Network Programs 

.Joe Curl V.P. Daytime Sales 

iMike Dann V.P. Network Programs N. Y. 

iiobert Lewiue V.P. Network Programs Hollywood 

Koy Forteous V.P. N. Y. Tv Sales 

<^arl Tillmans V.P. Eastern Sales 
NBC TV, in turn, has been recruiting them in large measure from ABC TV. 

Philadelphia agencies have a trenchant auswer to a recent observation on tbifl 
page that accounts were migrating from that city to New York. 

The riposte: things cau't be tliat bad in light of the fact that more antl more reps are . 
op<>ning offices in I'liiladelpliia. The latest is H-K. ■ 

The top triumveratc at NBC was still jockeying around last wc<;k for a succes- 
hor to Buildy Sugg, who quit as chief of the o&o's because of poor health. 

One report had it that the spot bad been turned down by Robert L. Sloue, tv network 
\.p. and general manager. 

Other prospects being given the look are Lee Jahuckc, Pete Kenny and Kay Welpott. 



As good as business is for the fall, there's no esca[)ing the tv network plaint 
liear<l about this time each year: the competition is dis])osiug of its leftover inven- 
tory at cntrate or s[>ecial discounts. 

One network last week sold a batch of minutes on a less ilesirable ncwconn»r series, 
previously listed at S30,000 per minute, for §20,000 and §26,000 a minute. 

Some accounts protect themselves against being fastened with the original price by in- 
serliii" a favored nations clause in their orders. 
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WRAP-UP 

{Coiiliiiitcd jroin /witc ol) 

Associations 

More than a dozen major manufac- 
turers will display their latest am, 
fm, tv and automation gear at the 
Georgia Assn. of Broadcasters Au- 
gust convention. 

Also on the agenda is a broadcast 
workshop — an afternoon shirt-sleeve 
session with top Washington law- 
yers, FCC engineer, sales experts and 
automation experts. 

PEOPLE ON THE MOVE: Phil Dean, 
head of his own public relations- 
publicity firm, named publicity chair- 
man for the BRA . . . Howard H. Bell 
to NAB vice president for planning 
and development and assistant to 
the president . . . Irene Runnels, 
KBOX, Dallas account executive, to 
secretary of the Assn. of Broadcast- 
ing Executives of Texas . . . Elliot 
Harris to the staff of Advertising Re- 
search Foundation . . . Burton Gintell 
to assistant to the president and 
Philip Ravitch to programing and 
systems manager for SRDS-DATA. 

Tv Stations 

The top 100 national advertisers in- 
creased tv's share to 5G.2% in 19G1, 
compared with 53.5% for the year 
earlier. 

A TvB summary showed of the top 
100 of 1961, 54 increased tv's share 
of their total advertising budget, 13 
of the top 20 increased tv's share, 
while 29 of the top 50 upped their 
tv spending. 

Total measured media billings for 
the top 100 in 1961 were $1,723,150,- 
999 of which $967,972,053 was for 
network and spot tv. 

Ideas at work: 

• Travel and adventure on tv 
takes a new dimension with the col- 
or series "Global Zobel" on WFAA- 
TV, Dallas. Hosted and produced by 
Myron Zobel, the show follows Zo- 
bel's travels around the world. 

• KTVU, San Francisco brought 
the famous MGM replica of the orig- 
inal HMS Bounty to moor directly 
behind its tv studios and produced 



the first live tv show ever to emanate 
from her decks. 

• WJZ-TV, Baltimore began what 
may be a tv first on 21 July by tele- 
casting the first in a series of Box 
Lacrosse games live from an espe- 
cially built field adjacent to the sta- 
tion. Box Lacross was created spe- 
cifically for tv and 20 of a 30 game 
league schedule will be televised. 

New name: The tv and radio stations 
owned and operated by KSTP, Inc. 
are now operated under the new 
title, Hubbard Broadcasting. Involved 
are KSTP (AM & TV), Minneapolis- 
St. Paul; KOB (AM & TV), Albuquer- 
que; KGTO, Cypress Gardens. 

Kudos: WBC president Donald H. 
McGannon has been appointed to 
the Board of Trustees of the New 
York Law School . . . Joe Leidig, 
WFBM-TV, Indianapolis photogra- 
pher, has received the coveted Pres- 
ident's Medal from the National 
Press Photographers Assn. . . . Har- 
old Essex, president of Triangle 
Broadcasting Corp., has been made 
a member of the Governor's Commis- 
sion on Educational Television for 
North Carolina ... A documentary, 
World Law or World Holocaust" pro- 
duced in cooperation with the Ore- 
gon State Bar Assn. Committee on 
World Peace Through Law has won 
for KGW-TV, Portland a certificate of 
merit in the American Bar Assn. 
1961 Gavel Awards Competition . . . 
A campaign in behalf of the recruit- 
ing program of the U.S. Air Force 
won WXYZ-TV, Detroit a citation. 

PEOPLE ON THE MOVE: John H. 
Bezner to director of audience pro- 
motion for WCAU-TV, Philadelphia 
. . . Ken Quaife to sales manager at 
WOW-TV, Omaha, replacing Fred 
Ebener who resigned . . . Charles F. 
Wister to account executive at 
WCAU-TV, Philadelphia . . . Daniel 
(Pat) Carroll to account executive at 
WRPG-TV, Chattanooga ... Jim Frost 
to advertising and sales promotion 
manager at WJZ-TV, Baltimore, re- 
placing Bud Vaden who moves to 
promotion manager of WFIL-TV, 
Philadelphia . . . Adam K. Riggs to 
account executive with the National 



Sales department of the Triangle 
Stations, New York . . . Paul Wisch- 
meyer to the sales staff of KMOX- 
TV, St. Louis . . . Roger Michein to 
general manager of KWWL-TV, Water- 
loo-Cedar Rapids . . . William Thomas 
Hamilton to vice president and gen- 
eral manager of WNDU-TV and radio, 
South Bend . . . Doug Martin to di- 
rector of programs and operations 
for WCHS-TV, Charleston, W. Va. . . . 
Herbert Victor to program-produc- 
tion manager of WMAL-TV, Washing- 
ton, D. C. 

Radio Stations 

Several plus factors of spot radio 
emerged from a special Nielsen sur- 
vey commissioned by AM Radio 
Sales. 

The analysis compared a Monday- 
Friday 6:40 p.m. five-minute tv news- 
cast against a spot radio schedule 
of 60 one-minute announcements in 
one of the top ten markets. (Radio 
budget was 10% less than tv.) Some 
findings: 

• radio showed 33.1% more total 
impressions. 

• radio's 33.9% penetration topped 
tv by 17%. (Measured radio's in- 
home audience only.) 

• radio's frequency topped tv by 
17.4%, with a weekly average of 5.2 
versus 1.9 for tv. 

• audience composition analysis 
showed radio with a 91% adult audi- 
ence compared with an 80% adult 
tv audience. 

Bankers are targets of a new sales 
presentation from RAB. 

Called "Radio Makes Dollars and 
Sense for Banks," the salient feature 
of the pitch is that banks spend 
25% less on the average on advertis- 
ing than savings and loan firms and 
must thus get the medium which 
"reaches more prospects for less in- 
vestment than other major media." 

Another point: auto loans make up 
90% of all consumer loans and are 
the third most advertised banking 
service. Since radio sells from the 
dashboard in drive time, its a good 
buy for banks. 

KMOX, St. Louis is circulating some 
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pretty impressive data gleaned from 
a recent Pulse survey. 

According to Pulse cumulative cir- 
culation figures for 1962, the station 
reached 77% of the available radio 
homes in the St. Louis market, sur- 
passing the penetration achieved by 
other radio stations in the largest 
cities of the nation. 

Ideas at work: 

• Sounds of Chicago will soon be 
echoing across the seven seas. Sail- 
ors aboard the Patrick Henry re- 
quested tapes of WLS programs for 
rebroadcast on the nuclear sub's 
inter-com system. 

• Plans are completed and reser- 
vations for 21 are confirmed for the 
KCMO, Kansas City Rural-Urban 
Farm Tour to Alaska, the Seattle 
World's Fair and Hawaii. Trip is the 
fourth in a series of farm tours 
planned by the station for the rural 
and small-city family or individual. 

• Many of New England's leading 
daily and weekly newspapers have 
accepted the invitation of WEEI, 
Boston to take part in a cooperative 



editorial project called "What Others 
are Saying," broadcast Monday-Fri- 
day from 12:15-12:30 p.m. Print edi- 
torials are read on the air. 

Sports note: WERE, Cleveland has 
been awarded exclusive world-wide 
broadcast rights to the 1962 Cleve- 
land Browns football games. In- 
cluded are five exhibition games as 
well as the season of 14 home and 
away games. 

PEOPLE ON THE MOVE: Russell G. 
Cast to midwest sales manager at 
WOW, Omaha . . . Herb Humphries 
to news director and Dick Kelsey to 
account executive at WINZ, Miami 
. . . Jack Hale to sales manager of 
the WCPO stations, Cincinnati . . . 
William T. Cole, Jr. to local sales 
representative of WIBG, Philadel- 
phia . . . Herbert Resnick to the 
sales staff of WGR, Buffalo . . . Dick 
Schofield to vice president of KFOX, 
Long Beach and Walter Conway to 
vice president of KDIA, Oakland . . . 
Leonard R. Soglio to account execu- 
tive at WHN, New York ... Del 
Raycee to general manager of WDEE, 
New Haven-Hamden . . . Bob Stewart 
to promotion and publicity manager 
of KLZ, Denver . . . Matthew Warren 
to director of public affairs for 
WMAL radio and tv, Washington, 
D. C. and Theodore N. McDowell to 
manager of the public affairs depart- 
ment. 

Kudos: WADO, New York got a 
plaque from the Fire Department for 
outstanding service, referring to its 
weekly series "The Voice of the 
Fireman" . . . Irene Runnels, KBOX, 
Dallas account executive to secre- 
tary of the Association of Broadcast- 
ing Executives of Texas ... A WGST, 
Atlanta program, "The Athens Story," 
has been selected for permanent 
storage in the Ohio University Ra- 
dio and Tv Repository and Research 
Center . . . WTOL News and public 
affairs director Joe Gillis got the 
Community Service Award of the 
Lucas County Council, American Le- 
gion, an honor extended every two 
years to a deserving Toledo-area res- 
ident . . . John F. Hurlbut, president 
of WVMC, Mt. Carmel, was appointed 



member of the board of directors 
for the local Community Center . . . 
The Denver Bar Assn. awarded its 
first annual media award to KOA 
for its program, "The Rise and Fall 
of Doctor John Galen Locke." 

Networks 

MBS has set up a Los Angeles news 
bureau at KHJ headed by Alan 
Mahl. 

The new outpost gives the network 
its second California news office, the 
first established in April at KKHI, 
San Francisco. 

Sales: Twelve NBC TV "Chet Huntley 
Reporting" programs to The Haloid 
Co., maker of Xerox (Papert, Koenig, 
Lois) . . . Participations in seven 
NBC TV 1962-63 nighttime shows to 
Mentholatum (J. Walter Thompson) 
. . . Seven new NBC TV nighttime 
shows and "Saturday Night at the 
Movies" to Chesebrough-Pond's (Nor- 
man, Craig & Kummel) . . . Participa- 
tions in NBC TV's "Laramie" and 
"International Showtime" for 1962-63 
to Pittsburgh Plate Glass (Maxon). 

Kudos: The American Bar Assn. has 
honored CBS TV with one of its 1962 
Gavel Awards for an episode in "The 
Defenders." Cited program was "The 
Iron Man," broadcast last 10 March. 

PEOPLE ON THE MOVE: Daniel Mel- 
nick to vice president in charge of 
nighttime programing at ABC TV . . . 
Joseph N. Curl to vice president — 
daytime sales and Robert F. Jamie- 
son to the newly created post of 
manager of station sales at CBS TV 
. . . Alfred N. Greenberg to field man- 
ager, affiliate relations at CBS Ra- 
dio, effective August . . . John H. 
Bylan, ABC TV operations coordi- 
nator, to night program supervisor. 

Representatives 

Bill Creed Associates will rep a new 
network of five stations In New Eng- 
land. 

Affiliates of the new group — The 
Granite State Network of New Hamp- 
shire — are WFEA, Manchester, 
WWNH, Rochester, WLNH, Laconia, 



GENERAL MANAGER and Ex- 
ecutive Officer with successful 
sales background as well as tre- 
mendous program experience in 
radio and tv is seeking a new 
challenge. 

This energetic, "get-things- 
done" broadcaster is currently 
general manager of adult pro- 
grammed top major market sta- 
tion. His background of "modern 
radio" to "good music" as pro- 
fessional salesman, general man- 
ager and program director gives 
him the highest qualifications 
for key job with station, group, 
rep outfit or broadcast orientated 
agency. 

Top industry and personal ref- 
erences plus complete personal 
background furnished on request. 

Write or wire SPONSOR Box 316. 
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WBNC, Conway and WMOU, Berlin. 

The Creed appointment is effec- 
tive immediately. 

A new booklet outlining the pur- 
poses and techniques of Blair's Test 
Market Plan is making the agency- 
advertiser rounds. 

TMP is a service provided spot tv 
buyers on Blair-repped stations to 
measure the effectiveness of spot tv 
for virtually any purpose. 

Rep appointments: WTAO, Boston to 
Breen & Ward for national sales . . . 
WXHR (FM), Boston to Walker-Rawalt 
for national sales . . . KWYZ (former- 
ly KQTY), Everett, Wash, to Day- 
Wellington for Seattle-Tacoma re- 
gional sales . . . The new third sta- 
tion in Rochester (channel 13) to 
Blair Tv . . . KFAC, Los Angeles to 
George P. Hollingbery. 

New quarters: Katz's new Dallas of- 
fice, as of 30 July will be at 3505 
Turtle Creek Boulevard. Phone num- 
ber is LAkeside 6-7941 . . . Metro 
Broadcast Sales has moved into its 
new national headquarters at 3 East 
54th Street, New York 22. Telephone 
number is PLaza 2-8228 and its TWX 
number, NY 1-4112. 

PEOPLE ON THE MOVE: N. Arthur 
(Art) Astor to vice president and gen- 
eral manager of the Los Angeles 
office of Torbet, Allen & Crane, re- 
placing Frank W. Crane who resigned 
. . . Larry Fraiberg to assistant to the 
vice president and director Bud Neu- 
wirth at Metro Broadcast Sales . . . 
Raymond R. Kaelin to account ex- 
ecutive with the New York radio staff 
of Peters, Griffin, Woodward . . . Jon 
S. Ruby to account executive in ra- 
dio sales at Venard, Rintoul & Mc- 
Connell Chicago . . . Louis Hummel 
to the new post of tv sales manager- 
west in the Chicago office of Peters, 
Griffin, Woodward . . . John J. Mc- 
Mahon to the Chicago sales staff of 
ABC TV National Station Sales. 

Station Transactions 



WMBR (AM & FM), Jacksonville has 
been sold for $400,000. 

Seller Ben Strouse also owns 



WWDC, Washington, D.C. and is part 
owner of WEEB, Baltimore. 

New owner is Charles F. Smith, 
whose other broadcast property is 
WTMA, Charleston, S.C. 

Blackburn brokered the deal. 

Jack N. Berkman, president of 
WSTV, Inc., Steubenville, has ac- 
quired 40% interest in New Orleans 
Television Corp., owner-operator of 
WVUE, New Orleans. 

WSTV, Inc. will officially change 
its corporate name to Rust Craft 
Broadcasting Company, reflecting 
the association with its parent com- 
pany. Rust Craft Greeting Cards, 
Dedham, Mass. 

Currently operating under special 
temporary authorization on channel 
13, WVUE has an authorized con- 
struction permit to operate on chan- 
nel 12. 

Westinghouse Broadcasting got FCC 
approval last week to purchase from 
J. EIroy McCaw WINS, New York. 

New owner hopes to close title 
within the next few weeks. 

Film 



Seven Arts has released a bullish 
annual report which includes sales 
of $12,199,118 for fiscal 1961. 
Some highlights of the report: 
• Acquisition of additional fea- 



tures from companies including 
Twentieth Century-Fox and more 
Warners pictures. 

• Acquisition of two new series 
for tv distribution; one of 26 half- 
hours based on adult instruction in 
French and one Armchair Theatre, 
a series of 43 one-hour tv specials. 

• Signing of an agreement with 
MGM for the co-production and co- 
financing of some 20 major motion 
pictures over the next several years. 

Sales: Allied Artists Tv's "Bomba, 
the Jungle Boy" features to 10 more 
stations . . . Warner Bros, has sold 
its hour-long tv series to 10 more 
stations . . . The CBS-owned stations 
in New York, Chicago, Philadelphia 
and St. Louis have each licensed a 
new package of Showcorporation 
Million Dollar Movies . . . Seven 
Arts Boston Symphony Orchestra Tv 
Specials to WGAL-TV, Lancaster and 
WFIE-TV, Evansville, bringing total 
markets up to 19 . . . Official Film's 
"Biography" to several banks, food 
advertisers and stations, raising to- 
tal markets to 117 .. . Storer Pro- 
grams' "Divorce Court" sold in Aus- 
tralia for telecast in Sydney, Mel- 
bourne, Brisbane, Adelaide, Perth 
and Hobart. 

Public Service 

WCAU, Philadelphia is gearing up 
for its second annual extensive 
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BLACKBURN & Company, Inc. 

RADIO • TV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 



WASHINGTON, D. C. CHICAGO 



lames W. Blackburn 
lack V. Harvey 
joseph M. Sitrick 
Gerard r. Hurley 
RCA Building 
FEdcral 3-9270 



H. W. Cassill 
William B. Ryan 
Hub lackson 
333 N. Michigan Ave. 
Chicago, Illinois 
Financial 6-6460 



ATLANTA 

Clifford B. Marshall 
Stanley Whitaker 
Robert M. Baird 
lohn C. Williams 
1102 Healey BIdg. 
lAckson 5-1576 



BiVBRLY HILLS 

Bennett Larson 
Colin M. Selph 
Calif. Bank BIdi; 
944I Wilshirt Blvd 
Beverly Hills. Calif 
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campaign on behalf of the dairy in- 
dustry and farmers. 

The theme this year is "Dairy-Go- 
Round" to promote the increased 
use of fresh milk and dairy products. 

For a week beginning 12 August, 
the station will devote two minutes 
of each hour, 24 hours a day, to the 
cause. 

Climaxing the promotion will be a 
free breakfast and/or lunch on the 
station's grounds on 15 August, to 
which the public will be invited. 

Public service in action: 

• WliC, Pittsburgh newsmen were 
on the spot for eight full days dur- 
ing the dramatic protest strike at 
the Western Pennsylvania Correc- 
tional Institution when inmates 
climbed atop the prison's 80-ft. tower 
and refused to come down until con- 
ditions were changed in the prison. 

• WTTG-TV, Washington, D. C. 
spearheaded an extensive campaign 
with invitations to young viewers in 
the area to stage a "Carnival for 
Muscular Dystrophy" in their own 
backyards. Carnival Kits, containing 
do-it-yourself information, posters 
for neighborhood display, ideas for 
fund-raising games and facts about 
MD will be offered by the station. 

• As a result of widespread pub- 
lic interest in the discharge of a city 
efficiency expert by Winston-Salem 
City Manager John Gold, WSJS, ra- 
dio and tv broadcast and televised 
the entire proceedings of an open 
hearing conducted by the Board of 
Aldermen in regard to the matter. 

Kudos: The Connecticut Society of 
the Sons of the American Revolu- 
tion has presented a gold medal and 
citation to Travelers Broadcasting 
Service Corp. in recognition of 37 
years of programing that has in- 
spired patriotism and helped audi- 
ences to better understand Ameri- 
can institutions ... In recognition 
of outstanding public service, WWJ- 
TV, Detroit received a citation from 
the U.S. Air Force . . . KRLA, Los 
Angeles which was credited with 
contributing six times as much air 
time to the 1961 fund drive of the 
local Epilepsy Society as any other 



station in Southern California, re- 
ceived the radio award from the So- 
ciety at its annual luncheon . . . 
Metropolitan Broadcasting Tv's "Al- 
liance for Progress" program was 
selected for a special showing at 
last week's ninth annual meeting of 
the National Conference on Interna- 
tional Economic and Social Develop- 
ment held in Chicago. 

PEOPLE ON THE MOVE: Alice Lim- 
peris has been named to fill the new- 
ly-created position of public service 
coordinator at WXYZ-TV, Detroit. 

Equipment 



RCA registered an all-time profit and 
sales record for the first half of 1962. 

Profits after taxes rose to $24,000,- 
000 compared with $17,600,000 for 
the 1961 period, an increase of 36%. 
This was achieved on a sales record 
of $854,000,000, up 18% over the 
$722,000,000 volume for the same 
period a year ago. 

Earnings per common share to- 
taled $1.32 for the first half, com- 
pared with 97 cents for the same 
period of 1961. 

Telex Inc., electronics manufacturer 
reported record sales for the year 
ended 31 March. 

Up 45% over the $20,864,019 for 
the previous fiscal year, sales were 
$30,289,395. Net income was $10,795 
before special charges compared 
with a loss of $307,731 for the pre- 
ceding year. 

PEOPLE ON THE MOVE: Alfred Strog- 

off to executive vice president, Law- 
rence I. Marks to vice president of 
the finance division and Charles P. 
Johnson to vice president of the gov- 
ernment products division of AdIer 
Electronics . . . Herbert A. Poole to 
manager, advertising and sales pro- 
motion, and Anthony D. RickettI to 
manager, advertising and sales 
promotion-services at the RCA Serv- 
ice Company . . . Stephen A. Keller 
to president, Arnold J. Ryden to chair- 
man, M. E. Morrow to vice chairman 
at Telex, Minneapolis. ^ 
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the lireek ])eo])lo were full)- aw.ire 
they would lie rcachin<; a minority 
audience in this instance. Like hird- 
watcher.s, hallet-watcher.-; do ha\e 
liair. at least the women. 

I wa.s tellinj; my wife about Mr. 
McMillin's column and the few com- 
ments I intended to send ^;PO^SOI! 
about it. She said, and 1 (|uote, 
■"Well, you fro write vour letter to 
John .Mc.Millin and 1 11 go wa.sh my 
hair with Rreek." 1 averred that she 
wa.s kidding. She went into the bath- 
room to show me. Damned if she 
didn't ha\e a bottle of the stuff. 

\\'a)ne Kearl 
{general manager 
KEXS-TJ' 
San Anloiiio 

Coupe de Venlse 

I sincerely h(i])e you are not calling 
our .studio Un-Ameriean, as implied 
on ])age 30 of the 2 July edition 
of si'O.Nsoi! ("r. S. Producers win 
Abroad" ) . 

1 ha.--ten to correct you that Robert 
Lawrence Productions is not the 
first or (inly American firm to win 
the ("u|) of Wuice for over-all com- 
meicial excellence at the International 
Advertising Film Festi\al. 

l'la\house Pictures was the 1st 
American firm to win the Cup of 
Venice in 1%0 at the 7th lnt"l Ad 
Film Festival. Tbe award was made 
for: first Prize: Animation l.S-I.i 
^econds: ■'Ju>t the Commereial.' 
Ford Dealers of So. CaliL. JWT: 
First I'rize: animation over 4.5 sec- 
onds: "Packaging." Olin .Mnthieson 
Corp.. Saul Bass & l)"Arcy Advertis- 
ing: and First I'rize: animation, se- 
ries of three films. "Mallet. Statue 
and Medal. " Kaiser Foil. Freherg 
Ltd.. and Young & Kuhicam. Ine. 
Also two di|)loma awards for: "Pea- 
nuts and Piano " and ""Show liiz"" 
Ford Show o|)enings. NliC T\'. JW'T. 

I (lon'l sup])ose this \\\\\ get tbe 
headline treatment (for a retraction) 
in sl'O.Nsoii. but \\c enjo\ our "CoU|)C 
de \'eni>e."" \er\ inucdi. And. h\ the 
])\ . Pla\ house is also the onl\ Amer- 
ican |)ro(luccr that has won three first 
|n izcs in the com|ielition. so far. 

Ceorge W. W'oolery 

(li rector oj p.r. 

Playhouse Pictures 

Hollywood 
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IV hy it pays 
to tuivertise your station 
in a bmulcnst book 



YOU PINPOINT YOUR BEST PROSPECTS 



In a hold whore a soloct group 
of pooplo really buys national 
time you look for the specialized 
broadcast book to carry your ad 
message. 

One reason is the logic of mak- 
ing your impression where the 
interest is greatest. Broadcast 
books are tailormade for people 
invoked with t\" radio ad\ertis- 
ing matters. 

Another is economy. Ask \'our 
national representative. I le'll 
tell you there are only several 



thousand readers worth spending 
mone\' to reach with your ad 
message. The books that offer 
box-car circulation figures also 
offer higher page rates and high- 
ly diffused readership. 

In a nutshell, specialized trade 
books run rings around non-spe- 
cialized books in ability to target 
a specialized audience in prac- 
tically any held. 

The broadcast advertising held, 
which has some outstanding 
books, IS certainly no exception. 



a ser\icc of 

SPONSOR 
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WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 

iiiiiiiiiiiiiiiiniiiiiiii 



"HADIBUTKNOWN" 

we show a prospective client 
just a few samples of our publicity 
photography, he more-tlian-Iikely ex- 
claims, "Hadibutknownl" This puzzles 
us for a moment but then he con- 
tinues, nodding with approval. "Such 
fine photos," he says, "such fair rates 
('did you say only $22.50 for 3 pic- 
tures, $6 eacli after that?') — and such 
wonderful service ('one-hour delivery, 
you say?') — why, had I but known 
about you I would liave called you 
long ago." Well, next thing he does is 
set our name down (like Abou Ben 
Adhem's) to lead all the rest of the 
photographers on his list. Soon, of 
course, he calls us for an assignment 
and from there on in lie gets top 
grade photos and we have another 
satisfied account. (Here are a few of 
them: Association of National Adver- 
tisers — Advertising Federation of 
America — Bristol-Myers Co. — S. 
Hurok — Lord 8: Taylor — New York 
Philharmonic — Seeing Eye — Visit- 
ing Nurse Service of New York.) Why 
don't you call now and have our rep- 
resentative show you a few samples 
of our work? 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiHiiiiiiiiiiiiiiiiiiiiiiiiiiiin^ 

BAKALAR-COSMO Uf- 
PHOTOGRAPHERS 

111 W. 56th St., N.Y.C. 19 
212 CI 6-3476 
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Joseph N. Curl, new CHS TV \ito presi- 
dent — (lauinic sale^. iia? an extensive hack- 
ground in network tv >ollinj:. He joined 
tlie T\' s.ale> do|)artinent a? an aeeount 
exeeutixe in 19.1? and was named daytime 
saiet; manafrer two xcars later. I'reviousU 
Curl liad iieen witii MiC TX ?aies for two 
xcars and wa^ !.ale> manager for W OV, 
New ^ ork for tinee AeaI^. Before that 
CuriV experience inchitled <aie> repre^entati\e for tiie Croj^ley Broad- 
casting Corp. He will report to Thomas H. Dauson. 



Ken Quaife lias heen named >aies manager 
of \\'0\\'-'r\\ Oniaiia. replacing Fred 
F.liener. Quaife has lieen with tiic sii-ter 
radio station for ncarh 11 \eais. (hiring 
whicli time lie nioxeil u|i tlirongii tiic am 
-ales rank,-. Ju>t ia.-t inontii Quaife had 
iieen named assistant sales manager in 
charge of midwest sales for radio WOW, 
and had serxed as acting sales manager 
for se\eral months while IJill \\ i-einan 
aecidi-ntai injuric-. 





wa- recDxenn" 



from 



I 




account-. Paul McClue 
for the |)a.-t two \ ears 



Snowden M. Hunt, Jr., \ ice |iresidcnt of 
W adc Ad\erti-ing and a Wot Coast ad\er- 
tisiiig execntixe for more than 20 years, has 
heen ajipointcd manager of Wades Los 
Angeles oHiee. Ihint first joined Wade's 
Los \ng(>les lieadtpiartcrs in I'^^ol. He was 
made \ ice |ire-ideiit in Janiiar\ of 19.55 
and has since -n|)cr\ ised the Miles Cali- 
fornia. Dot Kec(n(l- and Maggio Carrot 
who has heen the Los Angeles manager 
will continue as e\ecnti\c \ ice president. 



Herbert S. Laufman is the new director of 
ad\eitising for llelene (Curtis Industries a- 
pait of a nio\c to facilitate administration 
(d the expanding liudget. For the past two 
\cars l.anfman lias heen exeeuti\e \ ice 
president of the It, Jack .*scott agency, lle - 
liad extciisi\e exp(>rieiice in ImiIIi ageiic\ 
work and creati\e t\ |)r(igraniing. For 12 
\ears. hi- own firm |)i(Hlnced and |)ack- 
iiged t\ programs. Lanfman is a iiiemi cr of I he 




Board (d Coxeriiors 



of the \ r \\S and is acti\e on o|)erating coniinittce.s of the lA .s. 
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jrank talk to buyers oj 
(lir media jacililies 



The seller's viewpoint 



"Riidio is taking a look at tlic specialty magazines and is beginning to realize 
that specialization in formats can irork siiecessfiilly for listeners, as icell as 
readers." says Robert Richer of Robert Richer Representatives. Inc. Starting 
in broadcasting with irARC and ARC Radio, he held snch varied capacities 
as writer, producer, and salesman. He later moved to Adam Young, Inc., as 
a radio account executive, concentrating on fin analysis. After additional 
adiertising experience at !\TA Spot Sales and a ZifJ-Davis publication, he 
established his own rep firm, specializing in fm jazz stations. 




Radio should look to specialized programing 



ucli lias hoeii \\ ritteii over tlie past few years aI)out 
radios amazing reroverv from \\liat lias i)eeii descrihed 
as a near fatal ailment. Itut today that reeovery is giving 
«ay to another roiulition i;ro\\th. hut a tvpe of growth 
that owes niurli more to the magazine indnstry than to 
anything within liroadra.-liiig itself. 

Radio is taking a look at the s|)erialtv magazines and is 
hegiiiiiing to realize that sixrializalioii in formats can 
work sucressfully for listeners as well as for readers. 
I'rohahh the iiiaiii cause of this segmentation is teh'vision's 
abilitv to deliver such massive audiences that the hirge 
numhers heretofore delivered by even the strongest radio 
stations (or iietvvorks) |)ale by comparison. 

As a result, we are starting to see the emergence of a 
variety of new |)rograming ideas in both the am and the 
fill S|)eetruiiis. Fin. of course, has the edge to some tiegree 
right now. because it has a naturally limited audience 
ill a definite income area. As a result, we see a number 
of fm programing facilities concentrated on these select 
groups through formats ranging from jazz to heavier 
classical works. (A Xew York fin station recently pro- 
gramed a full dav of Wagner.) An fm station in Detroit 
concentrates on reaching the medical profession and does 
it b\ broadcasting large amounts of higlilv technical medi- 
cal news, and there are several stations that hroadca.-t 
nothing ])ut religious programing. 

Recently, there has been a trend towards greater special- 
ization in am. too. 'I'he idea of "talk" programing, as 
pioneered h\ W OK in New ^ ork. is spreading to other 
stations. There is now a station on the W est Coast that 
ofTers news exclusiveh . and the number of facilities that 
jirogram in the coniilry and iveslern or negro vein are 
increasing dailv. 

The advantages of specializing in |)rograniiiig can be 
demonstrated in a number of wavs. Perhaps the most 
important |)oint is that by shooting for one segment of 
the market, that segment can be researched and counted 
with a high degree of accuracy. Tliis naturally makes it a 



much more desirable, comiiioditv to many advertisers 
particnIarK to those that have limited distribution and are 
anxious to reach a S|)ecial segment of the market. Let's not 
forget that there are very few organizations that can claim 
100', national distribution, and even iho.-e that do have 
varviug market problems in jjarticnlar areas, whether it 
be. from coni|ietitioii, regional tastes or any number of 
other |)rol)lcnis. 

With this trend towards .specialization there will most 
certainly be a rise in the number of program svndicators. 
too. Immediacv. an important asset of so-called "modern " 
radio, is not nearly so iin|)ortant on the station with ,i 
s|)erialized format a discussion on say. liraliiiis or Bru- 
beek will sound jiist as good this week in \ev\- York as it 
will next week in Xew Orleans and it seems logical to |)re- 
dict that svndicators will soon work closeh with statimi rep 
firms in selling |irogramiiig to an advertiser for |)lavback 
on the rep s stations. The idea of a ' spnt network " is 
not new, but it w ill |)robably gain iiii|)etus in tlii- era. 

W bile this discussion is priniarilv limited to radio it 
might be appro|)riate In point out that television v\ill not 
be immune to changes. W \ r\-T\' in iNew ^ ork jiroved 
that specialization could be accomplished by t)btaiiiiiig 
sponsorshi]) for its excellent Play oj the Week scries, and 
in \\ ashington. I). C, a niov e was recently made to file for 
the construction of a uhf station that will program excln- 
sivelj to the Negro market. These are straws in the wind, 
but thev ol)\ iouslv porteiul greater things. 

In closing, let me point out tliat this most certainlv 
does not mean the demise of stations that ofTer a broad 
ap|)eal to a large market. The recent \\ MC,\ research en 
audience li-teuing habit- showed that people listen to 
dilTerenl stations de|)eiidiiig on their moods. It is thi- 
varietv in tastes that gives assurance that both tvpcs of 
stations will jirospcr. It i» the reason that both l.ijc 
magazine and Harper's are showing circulation iiK rease». 
The area of specialization can live sU( eessfiillv a- long a- 
both coiitiiine to serve their respective market^. ^ 
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Telstar and tv advertising 

I'rt^idc'iit Kennody's call for a level conference of 

indn.-try and poveninieiit oflicials to work out policies and 
directives for the fntnre of international tv was, of course. 
inc\ital)lc after the spectacular success of 'JVlstar. 

The prohlenis ])o.-ed hy the opening up of intercontinental 
Iv are stagperinj^ly complex, and the (|uestions of American 
foreign policy and of our image ahroad are certain to receive 
major emphasis in the upcoming discussions. 

L ndouhtedly there will he pressure from some quarter.s to 
formulate policie^ for satellite tv wliich are closely lied to 
new forms of government control. 

The fact that a numher of countries with whom we shall 
.soon he in direct tv conununication, ilo not have adverliser- 
.snpporter tv systems, may he used as an argument for im- 
posing se\('re new restrictions on tv hroadcastcrs. 

Tlie dehate is hound to he long, involved, and concerned 
with endless technicalities and complexities. 

.spoNSOF! doe.s not pretend to know what the fnial ])olieies 
should ])('. But we are deeply concerned about one thing. W^e 
fear that discussions of international tv may he dominated 
by individuals (from government and elsewhere) who are 
hostile to the entire concept of connncreial television. 

W'e urge the high network executiv(\s who will attteiid the 
conference to rcuKMuher tluit they represent not oiil)' their 
own intere.-ts hut the entire industry of advertiser-supported 
broadcasting. 

Relax— and vlve la France 

W hile we're on tlie subject of Telstar there's a less serious 
hut C(|uall} profound matter which deserves a second look. 

I'rencli tchnision scored a solid coup at the expense of 
the stolid IJritish in bouncing the first ea.-l-way telecast off 
the satellite. It was a great engineering triunipli. 

lUit it wa.- nutch. nuich more. 

The I'rench disjx'nscnl with all stndiness on the Telstar tele- 
cast, "{{chix." said their spokesman. 'Sou're in Paris." ;ind 
we got Vve> Montand. and some delightful songs. 

ll was a refreshing breath of Gallic gaiety that put tv in 
proper perspective. \o matter what any Washington egghead 
may say. I\'s greatest public bcuefit is plain good fun! ^ 
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lO-SECOND SPOTS 

Romance: Martha \^'rigl)t, the sing- 
ing star of Broadway's Sound of Mu- 
sic. ap|)eare(l on a radio sliow with a 
t^' producer who commented, "The 
pnhlic is tired of lo^•e.'' ^liss Wright 
re|)lied. ")ii that ca.«e, we're going to 
run out of |)uhlic.'' 

Television: In the current issue of 
Show magazine, someone comments, 
"A'ew York is the kind of city that 
^^ hen you tell j)eo|)le you're in tele- 
vision, thev ask. 'Wholesale or re- 
tail?' " 

Advertising: .Musical Concepts, Inc., 
of New York City, specializes in in- 
creasing revenue for radio stations 
and local ad\ertisers through con- 
ceiving and producing more effective 
commercials. Among the several 
thousand advertisers for which 
they vr (lone this was a seafood res- 
taurant in which the jingle in the 
commercial, backed hy a 32-piece 
orchestra, featured the line "We sell 
everything that swims.'' Leonard 
Hichman. one of MCI's account ex- 
ecutives, reported to his ofTice, "Our 
commercial vvas so effective that it 
increased husiness in the restauran 
(ner .SO't — among whom were sev- 
eral hundred local frustrated come- 
dians who. referring to the line 
ahout selling everything that swims, 
demanded that the waitresses bring 
them Esther Williams." 

Health: Debbie Drake told Dave 
Garrowav on Arthur Godfrey's CBi- 
radio show that she had advised a 
man and his wife they need more 
exercise. .Meeting the man a month 
later, she asked him if they were 
exercising. 

"Well," he .-aid. "1 bought myself 
a set of golf (dubs. ' 

"And what have yon bought for 
your wife? " asked Miss Drake. 

"A lawn mower." he answered. 

Education: The Romper Room's tv 
teacher asked her jinpils in the stu- 
dio to draw a pictin(> of the rocket 
or something else |)ertaiuing to Col. 
Gleini's flight. One child did a fnie 
drawing of the space cajisule. but 
which showed a woman. Failing to 
understand the connection, the teach- 
er (jiii/.zed the child who explained. 
■"Thai's Kate Canaveral." 
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one radio 
station in 
the iia>ti4 
top ten X 



surpasses all 
others in 

weekly penetration 

KMOX 




"THE VOICE OF ST. LOUIS" 



* Cumulative Pulae, 1962 



KMOX Radio is a CBS Owned station represented 
nationally by CBS Radio Spot Sales 





ANY QUESTIONS ? 

Each night the 6: 80 news and weather 
with Tom Decker and Bob Mills tops 
the competition by more than 68,000 
according to Nielsen; by more than 
62,000 according to ARB* No matter 
what unit of measurement you use this 
superiority exists. 

-NSl March 'G2: ARB March '(Vi 
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BASIC NBC 
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